November, 1950 


TO N.R.C.A.’s MEMBERS AND FRIENDS: 


Many of us were fortunate to have attended the 35th Annual International 
Credit Conference of the National Retail Credit Association at Banff Springs, 
Canada, in 1948. We will never forget the awe-inspiring sight of the Bow River 
roaring down its cavernous path and dashing over the rapids not far from the, 
hotel where we stayed. 

This speeding, tumultuous stream, rushing down the mountain side, has its & 
beginning miles away on the tops of mountains. Drops of water from the melting 
glaciers and the mountain snows, starting as small rivulets, soon came together 
into one united river. 

And so will our building fund grow! Individual contributions from our mem- 
bers and from our friends, will swell the “Buy a Brick” campaign until we have 
sufficient to free our home from debt. Then you and I can say with pride, “It’s 
our very own; we built it.” 

If you haven't yet bought any bricks at one dollar each, will you purchase 
yours and send your check TODAY to: L. S. Crowder, General Manager-Treasurer, 
218 Shell Building, 1221 Locust Street, St. Louis 3, Missouri. The exterior @f the 


building requires 25,900 bricks. 
? . 
nee ave i 
President 
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BUILDING 


for the future 


If you take a long-range view of credit operations, 


you’re probably already 


® Making a strong bid for new dependable credit 


customers; 


® Pushing credit sales to your old customers, 
determining if their earnings picture has changec 
if you can sell them more or different kinds of 


merchandise ; 


® Figuring how you can build a credit customer 


list that will stay with you in good times and bad. 
With your local credit bureau as a business 


partner, you can hand-pick desirable new customers. 


Use Factbilt reports to help you build for the future! 


Reports anywhere through affiliated members of 


NM Lop. ; 


Associatep Ceepit Bureaus of America 


7000 Chippewa St Louis 19 Mo The National Retail Credit Association contributes this space monthly as 
’ . ’ 7 


a courtesy to its members of the Associated Credit Bureaus of Ameri 





The benefits Henry Bachman Sons gain from Reming- 


ton Rand Cycle Billing can be your benefits too. 
Glance at their letter ... you'll agree they are benefits 
worth having: Instead of a hectic, once-a-month rush 
with headaches, overtime and errors .. . a smooth, 
balanced operation. Better collections. A steady flow 
of payments. Bachman Sons get all these at 62.5% less 
cost for clerical help! 

There's no need to wait to start these benefits. 
Remington Rand maintains a skilled staff of special- 
ists, who will install the system more cheaply than 
your own people could — with no interruption to your 
regular routine. For full information, write today to e's All tn the Pachett As Blonry Mechmen Som, tac. chaces 
Management Controls Reference Library, Room 1522, tickets, ledger transfers, merchandise credits, cash debits and 

ay : eredits — all are filed in each customer's pocket, for a com- 
315 Fourth Ave., New York 10, N. Y. 


plete and accessible record of each account 


Mfemington. Bland tHe First NAME IN BUSINESS 


SYSTEMS 


Please Mention The CREDIT WORLD When Writing to Advert 














GUARANTEE AND WAIVER FORM 





GUARANTORS ARE ENTITLED to 
the benefits of the Soldiers’ and Sailors’ 
Civil Relief Act, and under the Act 
they can waive their rights to these 
benefits, if the waiver is in writing 


© GUARANTEE and WAIVER @ 


PROTECT YOUR firm by using this 
National Approved Form when you ex 
tend instalment credit on a guarantee 
basis. It is a waiver and guarantee form 
combined, and complies with all the 
requirements. 





Signed this ay of age FOR BEST RESULTS, it should be 

: used in duplicate and copy handed to 
guarantor. Printed in black ink on 
Address - ‘ green bond paper. Actual size, 4” x 6”. 


Witness 








SOLDIERS’ wo SAILORS’ CIVIL RELIEF ACT WAIVER FORM 


THE SOLDIERS’ AND _ SAILORS’ 
CIVIL RELIEF ACT WAIVER FORM 
was prepared for financial institutions as a 
separate waiver form and a companion to 
the GUARANTEE and WAIVER form 
illustrated above. It was designed for use 
in connection with guarantees, notes and 
comaker contracts. 


MOST RETAILERS have found that our 
GUARANTEE and WAIVER form fully 
meets their needs. Why? Because it is 
valid under the provisions of the Relief Act, 
a waiver and guarantee combined, and the 
guarantor has only one document to sign. 


FINANCIAL INSTITUTIONS, however, 
have not been able to use this form in con- 
nection with comaker paper. What they 
require is a separate waiver form. It is to 
meet the needs of these credit granters that 
this SOLDIERS’ AND SAILORS’ CIVIL 
RELIEF ACT WAIVER FORM has been 
prepared. It complies with all the require- 
ments of the Relief Act and the actual text 
of the applicable provisions of the Act is also 
printed on the reverse side. 


FOR BEST RESULTS it should be used 
in duplicate and a copy handed to the guaran- 
tor, endorser, surety or comaker. Printed in 
black ink on goldenrod bond paper. Actual 
size 4” x 6”. 


PRICES 


Per1000....... $4.00 
ES ee 
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NATIONAL RETAIL CREDIT ASSOCIATION 
218 Shell Building, 1221 Locust Street, 


St. Louis 3, Missouri 


TODAY 


Please send me GUARANTEE AND WAIVER FORMS. 


Please send me Soldiers’ and Sailors’ Civil Relief Act Waiver Forms. 
Name 


GE ited aincrionqsascnonnws 
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Here it is! The booklet credit executives have been waiting for! 


TESTED CREDIT 9 
and COLLECTION Ta TOR LETTERS 
LETTERS 


By WILLIAM H. BUTTERFIELD 


Author of 13 Other Outstanding 
Books on Letter Writing 


CONTENTS TESTED CREDIT AND COLLECTION LETTERS 
: Offering Accounts and Soliciting contains 100 complete letter specimens that boost credit 
Credit Patronage; sales, build good will, and collect past-due accounts. 
2. Granting Requests for Charge 
man; This booklet consists entirely of letters, organized for 
. Thanking Customers for Open “ ‘ ; , 
ing Accounts; quick, easy reference. It gives you a variety of effec 
- Expressing Thanks for First tive account-solicitation letters . ‘*thank-vou’’ let 
Credit Patronage : ‘ 
Thanking Customers for Regu ters for patronage and for prompt payment... inactive 
lar Patronage; account letters that bring back lost patrons .. . letter 
3. Expressing Thanks for Prompt 5 ATs é 
Payment ; inviting suggestions from customers . . . letters that 


Inviting Service Suggestio collect slow accounts while holding consumer good will. 
trom Customers 
. Promoting the Use Here is a booklet that solves many of vour daily 
ounts ; . ‘ : 
. Expressing Thanks for Re letter-writing problems .. . quickly, easily, successfully 
Patronage; . by giving you just the right letter for vour credit 
. Requesting Payment . . ‘ a 
Due Accounts promotion or collection mailing. 


Forty-three leading retail firms have cooperated with the author in producing this valuable 
booklet. Order your copy now. Price, $2.00. 
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NATIONAL RETAIL CREDIT ASSOCIATION 
218 Shell Building, 1221 Locust Street 
St. Louis 3, Missouri 


Please send me copy (ies) of TESTED CREDIT AND COLLECTION LETTERS 
Name 
Firm 


Address 


rr 


Be a Good Brick, BUY A BRICK, TODAY! CREDIT WORLD 


NOVEMBER 1950 











4 


CREDIT WORLD 





OFFICIAL PUBLICATION OF THE NATIONAL RETAIL CREDIT ASSOCIATION 





L. S. CROWDER, Editor 
ARTHUR H. HERT, Associate Editor 


Editorial and Executive Offices . . . Shell Bldg., St. Louis 3, Missouri 
Advertising Representatives, T. W. Farrell, 64 E. Lake St., Chicago 1, Ill. 
Leonard Schultz, 501 Fifth Avenue, New York 17, New York 
Washington Counsel, Clagett & Schilz, 1424 K St., N. W., Washington 5, D. C 





Volume 39 Number 2 


NOVEMBER, 1950 





Moe FHL FES CHR 


Three Feature Articles 


Consumer Credit and Distribution Today er 
Manfred I. Behrens, Jr. 

Should the Utility Industry Take a Serious Look 
at the No-Collector Policy? Wey 
( C.. 4. ieee 


Have You Contributed to the “Buy a Brick” Campaign? 


Charles F. Sheldon 
Five Other Highlights 


Standards for Advertising Consumer Credit 
Amendment One to Regulation W 

“Buy a Brick” News 

David D. Bolen 

Credit Flashes 


Wine Departments 

For the Smaller Businessman 

Local Association Activities 

Credit Department Letters 
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Granting Credit in Canada 
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CIRCULATION OF THIS ISSUE 30,000 





Entered as second-class matter at the Post Office at St. Louis, Mo., under the Act of March ? 
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EFFECTIVE 
COLLECTION 
STICKER 


| which all credit granters 
| judge you. 

| Do you realize that your 
; failure to pay this account 

| may affect your credit ; 
! standing? 


| PROTECT YOUR CREDIT} 
| BY PAYING PROMPTLY | 


To be used on past-due accounts 
when other appeals fail. Con- 
sistent use will increase collec- 
tions and reduce credit losses. 


Only $BS°O a thousand 


=o 


National Retail Credit Association 
Shell Building _ St. Louis 3, Mo. | 
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It’s bad business 
to stand a lady up! 


(ESPECIALLY A GOOD CHARGE CUSTOMER) 


The seconds may be ticking a good ac- 
count right off your books, if there is 
delay in checking credit on a charge 
purchase. 


Expedite credit approval on charge sales 
and you help to increase the number and 
value of your store’s charge accounts. 
Charge accounts are used more when you 
make impulse buying easier and pleasanter. 
Above all, fast credit OK’s protect your 
most valuable asset—satisfied customers 
who shop in your store year-after-year. 


KELLOGG Credit Authorizing Systems 
§ »y 
have streamlined credit approval pro- 
cedure in some of the biggest and best 
: known stores in the world. Besides helping 
: ping 
How KELLOGG Credit Authorizing Systems = to raise charge account volume, they give 
Reduce Charge Time to Seconds = salespeople more time to sell—reduce 
: credit department work—cut delivery 
costs by making “take-with” charge buy- 
R Sales person mokes 


ovt the charge sales = ing easier. 

slip, diols proper credit = 

nage ay = utens = KELLOGG Credit Authorizing Systems may be had in 
pce ge A we Ag =. capacities for any store—big or littie. They may be 
tem phone —— automatic or manual—or combine credit avuthoriz- 


ing with a complete Select-O-Phone Dial Intercom- 
munication System. 


2. creat authorizin —J ‘ 
dots tecates peice | = MAIL THIS COUPON for a copy of ovr informative 
file—presses a button = 
thet operotes the Per- 
forater, indicating that 
credit is OK 


booklet on credit authorizing 
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Kellogg Switchboard and Supply Company 
6690 So. Cicero Ave., Chicage 38, I! 
Kellege Credit Autheris- 3. the cntiee wancae- 

10 —— and Sales tien tokes just o few 
a aanEEe seconds—is error-proof 
There are no annoying 
Questions, no guess 

weor' 


Eeteblished 1697 CREDIT AUTHORIZING 


Plecse send us your booklet on credit authorizing procedure 
NAME 
COMPANY 


ADDRESS 
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6690 Se. Cicero Ave., Chicago 38, II! 
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Consumer Credit and Distribution Today 


Manfred I. Behrens, Jr. 


Executive Vice President, Ludwig 


HE EFFECT of consumer credit on retail 

sales is an extremely broad topic. I am not 
a technically trained expert nor an economist, so 
that I only feel called upon to discuss some aspects 
of this topic as it has impinged upon the conscious- 
ness of a merchant. Yet, in doing this I think I 
shall also be able to indicate, at least in part, the 
attitude of consumers toward this tool which they 
have been using with increasing enthusiasm for 
many years, particularly since the first world war. 
Naturally, a merchant’s consciousness must include 
knowledge of his customers, knowledge of how 
they feel and think, acquired as directly as possible. 

In another way, too, perhaps my shortcomings in 
technical training may be of value to our joint purpose. 
For if I must express myself simply and with, perhaps 
to some of you, a certain naiveté; if I may sometimes 
seem to stress the obvious, or to find concepts unusual 
to me in trite material, so would the majority of my 
merchant colleagues. Anything which will help to close 
the gap between theory and practice in this increasingly 
complex world is good. 

While then, for the reasons I have cited, exact statistics 
and their deeper implications must be left to those in our 
group more qualified than I, I do feel it is necessary to 
indicate some of my own background thinking about this 
general problem. Presently, I plan to offer concrete 
examples for your consideration. But I want the people 
I shall tell you about to illuminate certain fundamental 
beliefs of mine. Why, in my estimation, do consumers 
use their credit? What is the effect of this use? Let us 
deal first with why. 

First and foremost is the element of time, which we 
recognize in such common phrases as “time payments.” 
Human life is not limitless and, as we all know, there 
is no way of buying back a single moment of it. The 
housewife who, through consumer credit, is enabled to 
enjoy the use of a washing machine a year or two in ad 
vance has obtained a utility of which only she can judge 
the value. Did the machine come into her home at a 
time when the babies were young and a great deal of 
fresh laundry was required almost daily? What was the 
psychological effect on her whole life (and, naturally, 
that of her family) of the use of this product of our 
mechanical genius during the period when she most 
needed it? 

Another aspect of this situation is the kind of package 
which our factories turn out. Our housewife really did 
not wish to buy a washing machine nor she did not wish 
to acquire immediately hundreds of stored-up washings in 
a gleaming metal and white container. What she wanted 
was just to get the day’s wash done. For convenience, 
we all use the somewhat general term “consumer durable 
goods.” Actually there is a broad distinction between 


An address given at the Consumer Credit Conference, Uni- 
versity of Illinois, Chicago, Ill. October 5-6, 1950 
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true consumption goods on the one hand, such as food or 
liquor or candy, and the stored-up, enduring satisfactions 
contained in durable goods, which are not truly consumed 
at all in any immediate sense, but become part of “con 
sumer plant and equipment.” 

Still another item of great importance is the funda 
mental appeal of consumer credit to human nature. Ir 
the example of the washing machine, I tacitly assumed 
that our housewife would ultimately save the money *o 
purchase it. In actuality, we know this is not true, except 
in a small number of cases. Far more likely, the money 
which would in effect be “saved” by applying it to pay 
ments on the machine would, in the absence of an install 
ment purchase plan, be dispersed over a variety of true 
consumption goods. I make no attempt to pass a moral 
judgment, but only to state the fact. 

In addition, consumer credit is generally adaptable to 
the individual needs of the individual consumer. It is 
not an assembly line product. In most stores offering an 
installment plan, terms and down payments are freely 
arranged, within reasonable limits, to suit the needs or 
convenience of each buyer. Perhaps I should say that 
a fairly high degree of paternalism is required of the 
intelligent installment seller. His broad experience with 
thousands of people must be made available to each cus 
tomer. The payment plan must not only be within the 
individual’s financial limits, but comfortably so. After 
all, a store’s object is to keep friends, as well as make 
them. 

Of course, there is really no such thing as “mass dis 
tribution.”” Customers are highly individual, with wide 
Consumer credit 
can be readily accommodated to this fact of life. In 
short, consumer credit serves as a bridge between the de 


variations in taste and requirements. 


sires of consumers and the ability of our factories to meet 
them. It is a bridge between the way goods are produced 
and the way the buyer receives his income. As such, it is 
an important member of the group of services which 
enable mass production to be distributed. It is one of 
the often overlooked ways in which the assembly line 1s 
extended into the consumer's home 


Use of Consumer Credit 

Now, what about the effect of the use of consumer 
credit? To begin with, it is evident in what has already 
been discussed that this use has a channeling effect. 
When a consumer goes to the movies, he is buying amuse- 
ment as he enjoys it. When he purchases a television set, 
installment credit enables him, at least to some extent, 
also to pay as he enjoys. The movies might do somewhat 
better and the television industry would certainly do con 
siderably less business were it necessary for all television 
sets to be sold for cash. Once again, of course, we have 
crossed the frontier into the realm of psychology. Do 
you remember Wimpy’s famous remark? “I will gladly 
Pay you tomorrow for a hamburger today,” he said. 
That is quite representative of a common human trait. 
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Factually, and I venture this with some trepidation 
savings in banks and insurance and so on do not seem 
to have decreased, or to have failed proportionately to 
rise, as the investment of consumers through the install- 
ment plan has increased. No doubt many extraneous 
elements are at work here, but the fact is at least 
nteresting. 

I have thought a great deal about the effect of the use 
Unfortu 
nately, I have only been able to arrive at rather limited 


ot consumer credit on our economy as a wholk 
demonstrable conclusions. It happens that many of the 
items classified as consumer durables are well suited to 
mass production. Certainly the existence and use of the 
credit tool has made such articles as automobiles and 
refrigerators less expensive for all, including those who 
pay cash. It is considerably more difficult to judge what 
the result would be if this entire stream of purchasing 
were redirected. Would the price of an admission ticket 
to the movies be less? Would the total stream of pur 
chasing remain the same size? 

My own suspicion is that it would not, that the total 
volume of business activity would itself be substantially 
lower had consumer credit never been invented. After 
all, only by the constant improvement of distributing as 
well as manufacturing tools has our society made eco 
nomic progress. The employment of such devices is one 
of the chief distinguishing marks between ourselves and 


patriarchal or savage tribes. 


So far, we have considered only the operation of con 
sumer credit in so-called normal times. But I must now 
advert to the word “today.” Since September 18, we 
have been living under the credit restrictions of Regula 
tion W of the Federal Reserve Board, and we must now 
make some estimate of the likely effect of this restriction. 
At the outset, the reduction in effective demand or pur 
chasing power must be measured solely, it is clear, by the 
net decrease in consumer debt, since this is the only 
measure of sales reduction. Obviously, conversion of 
purchasing from time to cash has no effect on inflation 
or changeover of factories to the production of defense 
material. The question then arises whether this admitted 
result is sufficient to warrant the cost. 

Restriction of consumer credit is, in a phrase which | 
believe I have myself made trite, rationing by the size of 
the pocketbook. It is directly opposite, for example, to 
the progressive income tax, since by its very nature the 
effect is regressive ; that is, it impinges most on those who 
need it most. Has it ever occurred to you that, when 
terms are reduced from twenty months to eighteen 
months, there is no effect’ whatever on the customer who 
only wants a year to pay? 


Paying Habits of Consumers 


In addition, only a relatively small proportion of con 
sumers pay exactly as agreed. Axiomatic among install- 
ment sellers, as I indicated before, is the principle that 
there is no point in persuading a customer to promise to 
pay more rapidly than she can afford. To what degree 
does credit restriction increase this well-known promise 
performance gap? 

If it is true that, normally, consumer credit is a tool 
which enables the public to obtain bulk goods on terms 
adapted to receipt of income, and thus channels purchas- 


ing toward these durables, it must follow that a prohi- 
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bition against its use will re-direct buying to consumptior 
goods. What is the sociological effect of this outcome ? 
Ihe total effect of the reduction in consumer outstand 
ings is admittedly small in relation to the enormous i 
ry pressures at large in our economy today, whicl 

s inother reason to question the value of using this re 
strictive device. With reference to directing the use ot 
e materials toward war needs, surely allocations 
ind priorities are a more efhcient and a fairer method 
Surely rationing 


should be based on need and not 
on the possession of ¢ ish 
owever, I hav levoted more than enough time t 
speculation and theory I have had the temerity t 
question the use such economic terms as “mass” and 
nsumption.”” Let me now take you into the individual 
department of an individual business and show you 
i few individual consumers used their credit. While 
details have been changed to prevent identification, the 
uses are otherwise taken directly from our files 
i matter of fact, some of these examples will illus 
ite a relatively little-publicized use of the installment 


account, that is, almost as a form of family budgeting 


Most of the family needs above the 5 & 10 cent store 
, 


" 


evel are otten purchased by means of a single account 


While the tot il amount of p irchasing, and therefore, the 


valance varies widely from season to season and from 
ear to year, payments tend rather to be proportionate to 
the receipt of income. In one case, at least, a customer 
has used his account at our store almost as a form of 
savings account, building up a respectable credit balance 
in anticipation of a major purchase. However, for ease 
ot understanding, our first example is a relatively simple 
case, not really typical of the majority of installment 
accounts. 

James Wade has a clerical job in the New York City 
Police Department, which pays him $41.00 a week and is 
the sole source of income for himself and his wife Marie 
Nevertheless he had been in the department tor seven 
ind a half years when he opened his account, and he 
maintains a savings account in one of our local banks 
\ vear and a half before their first purchase from us, the 
Wades set up housekeeping in Rego Park Long Island 
a small suburb of New York. We were not fortunate 
enough to obtain the original order for furnishings, but 
apparently at the time the Wades were not able to afford 
Last November, Mr. Wade purchased 
i kneehole desk for his home. It was a small purchase 
only $40.00, so Mr. Wade arranged a 90 day account; 


he paid $5.00 down and agreed to pay $12.00 a month 


ill they wanted 


on the balance, which included sales tax. However, last 
January the Wades found they needed a new mattress 
and springs. They were very much tempted by the 
Beautyrest, unquestionably one of the best long-term 
values on the market, but not low priced. So they re 
arranged their account on a seventeen month basis, pay 


ing $15.00 down and $10.00 a month on the new balance 

Let us stop a moment here. Would the Wades have 
been better off economically with less expensive bedding, 
which might well have had a higher annual cost? Or 
should they have saved in advance of purchase and done 
without the bedding in the meantime? I know the ques 
tions are largely academic to most of us, yet the legendary 
stigma of debt is by no means banished from all economic 
thinking. 
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As it happens, our friends are meeting the terms of 
their new agreement with satisfaction on all sides and 
currently they owe only $80.00. In short, for the better 
part of a year they have been enjoying the desk on fre- 
quent occasions and, presumably, the mattress and springs 
every night. Is any merchant, statistician. or economist 
able to place a precise value on this enjoyment? 

Miss Vera Lanzetta, in May 1948, had been looking 
forward for quite a while to marrying Thomas Walpole. 
They even had a nice little home picked out, not too far 
from where her folks live in the Inwood section. But 
Thomas had been in the Army for over five years and he 
wanted to feel secure in his job before he took on added 
responsibilities. He also had to be earning a good in 
come, because he was obligated to contribute to the 
support of his parents—and, wanting children, he did not 
wish Vera to continue in her job as a cashier in a bank 
So they waited until he was making $96.00 a week as a 
steamfitter. Anyway, they were still conservative. 
When they first came to the store, they only bought a 
bedroom set and a living room set, amounting to about 
$750.00. They made a down payment of $230.00 and 
arranged twelve month terms on the balance. However, 
in November, after they had moved into their new house, 
they felt they really had to have carpet and some drapes 
for the living room, since by that time their balance had 
been reduced quite a bit, they were able to arrange the 
purchase without any increase in their $43.00 per month 
payments. But now see what happened. Even though 
Mrs. Walpole could not resist buying a small piece of 
costume jewelry when she made her monthly payment 
in March, they made double payments in May and June, 
so that they were entitled to and received a small refund 
of credit service charges when they closed the account 
in September. 

I should really not have used the term “closed their 
account.” Once open, an account in our store is always 
available for the customer's continued use. That is how 
we prosper. In any event, it was only a few months be 
fore the Walpoles’ account was active again. The next 
purchase was a logical one. In November 1949, they 
purchased a crib and a high chair and other juvenile 
furniture, paying for all of it in hardly more than thirty 
days. Now the Walpoles’ account is dormant again. 
For our store, we hope they found their account useful 
and that the next turn in this conventional but nonethe 
less human life history will bring its renewed use. We 
could not arrange to sell or rent this family one day's 
furnishings at a time, and perhaps they will find burden 
some, in retrospect, the year or so they took to pay us 
against the twenty or twenty-five they will take on their 
home. But at least so far we have been able to supply 
certain of their major needs—at the right time. 

Mr. Louis and Mrs. Yolanda Simpson of Brooklyn 
did not first come to us as a newly married or engaged 
couple. They are what the French call “of a certain 
age”; the children have grown up and moved away. 
Relieved of this responsibility, the Simpsons can now 
devote more of their income to their own needs and 
pleasure. Mr. Simpson has been employed by a chemical 
corporation for many years. However, his responsibilities 
have not been such as to permit him to acquire any sub 
stantial amount of cash savings. In May 1949, the 
Simpsons purchased a new bedroom set, probably their 
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first since marriage. They paid $150.00 down and, new 
to installment buying, arranged the rather long drawn 
out terms of $20.00 per month on the balance. Even 
so, these terms were not always met with exact prompt 
ness. In April of this year, Mr. Simpson came in and 
had a good talk with our credit manager, the result of 
which was that he brought the account up to date with 
a $100.00 payment and re-arranged the remaining $90.00 
balance on the basis of $12.00 a month. Do not think 
though, that the business of learning how to use their 
credit made the account inactive from a buying stand 
point. In November 1949, Mrs. Simpson bought a girdle 
and a skirt; the following April, it was two pairs of shoes, 
a pair of slippers and a brassiere; in June, Mr. Simpson 
needed some shorts and a belt and in July the Simpsons 
finally bought new mattresses for their beds. Really, in 
this instance, I think we should be more interested in 
the effect of consumer credit on the Simpsons’ enjoyment 
of life at long last, than in its effect on distribution. 
True, some of their purchases have been consumption 
goods in the sense that wearing apparel has a relatively 
short life. One wonders, though, lacking an installment 
plan, would the new bedroom set ever have been pur 
chased at all? 

The Ruckers represent still another kind of use of the 
installment plan. They have never bought any durable 
goods items from us. Mr. Rucker has been employed in 
a clerical job by the New York Central Railroad for 
over twenty years and now earns about $250.00 per 
month. The account was opened in October 1948. 
While the balance due us has varied from $6.00 to 
$150.00, the terms have always been $10.00 per month. 
The first purchase was a coat and hat for Mrs. Rucker. 
The next purchases were a set of Christmas tree lights 
and a bicycle. Since then, the Ruckers have bought a 
nightgown, a briefcase, a man’s bathrobe, some napkins 
and tablecloths, suits of clothes, some slips, dresses, and 
several other articles of men’s, women’s and children’s 
wearing apparel. This is, obviously, a good example of 
folks who are utilizing their installment account as a 
means of making level payments for varying amounts of 
goods and services. 


A Really Involved Case 


Now let us discuss a really involved case, which com- 
bines many of the ramifications set forth above. Mz: 
& Mrs. Hubert Johnson lived in the Bronx when we 
first knew them, but have now moved to the upper west 
side of Manhattan; they both work in the same jobs as 
when we became acquainted. He is a mechanic and com 
mutes to New Britain, Connecticut, where he was making 
At that time, Mrs. John 
son was earning $30.00 a week as an ironer in a west 


$62.00 a week five years ago. 


side laundry. The first purchase on their account came in 
August 1943, and consisted of a mattress and springs on 
legs for about $100.00. They paid $21.00 down and 
But, in the 
following October, they bought an occasional chair for 


arranged to pay up the balance in a year 


their living room; after the down payment, this left them 
with a balance of $110.00 and they increased their terms 
to $9.00 a month. The following March, they decided 
a new two-piece living room set would look well with 
25.00 down, they increased their 
17.00. In July of that year, Mrs. 
Johnson apparently discovered our ready-to-wear depart- 


the chair, so, paying 


$ 
$ 


monthly payments to 
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ment and bought a $17.98 dress and this did not alter 
the monthly payment. The big change came in August 
when the Johnsons decided they no longer wanted t 
sleep on springs on legs but would prefer to have 
fullfledged bedroom set. This was at the time they 
moved to the west side, so the merchandise was not actu 
ally delivered until December In the meanwhile, the 
Johnsons’ payments were rather irregular and bore no 
relation to their arranged terms Evidently, they were 
endeavoring to keep their debt as low as possible. Before 
the bedroom set was delivered, they had actually created 
a credit balance on their account of well over $200.00, 
so that they only owed about $300.00 after delivery. On 
this balance they arranged terms of $30.00 a month, be 
ginning in January of 1945. Unfortunately, in May of 
that year Mr. Johnson fell ill and was unable to work 
tor about SIX weeks \s a consequence, we permitted 
them to omit the scheduled payments for May and June. 
Finally, in October, the balance was brought down to 
zero, although in the interim Mrs. Johnson had pur 
chased a coat for herself and another for one of het 
children, and Mr. Johnson had bought four shirts. 


Yet the account did not remain in balance for long. 
In December, Mrs. Johnson needed some new curtains 
and drapes and a few utensils for the kitchen. So a new 
debt was created, with a down payment of $26.00 and 
terms of $7.00 a month. This payment was enough also 
to cover a later purchase of a radiant heater for the bath 
room. Have l gone tar enough to show you how the 
Johnsons are using their consumer credit and with what 
effect on distribution? Remember, we have only reached 
early 1946. Since then, among other things, the John- 
sons have purchased foundation garments, snow suits for 
the children, more kitchen utensils, shoes for the whole 
family, an ironing board, a washing machine, neckties, a 
new snow suit, a rug, some tables and lamps and another 
chair. The account is still open, the last purchase was in 
November 1949, and the last payment in September. 
Incidentally, Mr. Johnson had a really bad break this 
year as he was laid off for a period of four months. Dur- 
ing this time, payments were reduced to $5.00 a month 
from $40.00 a month. But Mr. Johnson has been back 
at work for some time now, and the account is up to date. 

Here then is how a few people and their families used 
Mistakes were no doubt 
made on both sides—and that, too, is typical. Since 


consumer credit in real lite 


credit, by its nature, involves estimates of future events, 
some error is inevitable. True, there seem rarely to be 
any problems which cannot be solved by intelligent under 
standing and tolerance, as I think was well illustrated in 
some of the cases discussed. Yet the object of all of us 
vitally concerned in this field must be a constant search 
for improvement. How can we enhance the utility of 
the tool? How can we employ it more fully to enable 
more people to enjoy more of our products? 

Too often the merchant has little or no appreciation of 
the economic meaning of his behavior. Few experts in 
the economics of distribution get much opportunity to 
study or talk to customers in their homes or at the stores 
where they buy. This conference, which provides an 
interplay between practical contact with individual con- 
sumers and an understanding of the larger effects of their 
behavior, is certainly an excellent approach to improving 
the functioning of the consumer credit tool. ak 
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Standards 


For Advertising Consumer Credit 


The Association of Better Business Bureaus, Chrysler 
Building, New York, N. Y., has issued the following 
voluntary standards for advertising consumer credit 
They are: 

1. No advertiser shall make any statement about credit 

which is talse or misleading or which tends to 
frustrate Regulation W 
’. No advertiser shall make any offer or representation 
states or implies that loan or credit terms are 
ble, which in fact are not obtainable under Regu 
tion W 
3. No advertiser shall use any statement which states 
permitted .by Regu 


lation W, under special circumstances or in limited cases 


or implies that loan or credit terms 


only, are available generally 

4+. No advertisement shall be so constructed, tvpo 
graphically or otherwise, as to create the impression that 
credit terms featured apply to all merchandise, loans, 
credits or services offered in the advertisement, when such 
is not the fact. 

5. No advertiser shall offer allowances or credits 
cluding trade-in allowances, which are fictitious or ex 
aggerated or in any way tend to mislead. 

6. When installment credit terms are advertised as 
specific amounts per week or per month, the advertiser 
shall refer to the fact that a down payment is required, 


if such be the case 


NOTI It shall be deemed satisfactory, in complying 

with this standard, if an advertiser adopt 

any one of the following methods of com 

pliance 

a. Name the amount of the down pay 
ment specifically 

b. Name the percentage of down payment 
required 

State, without qualification, that a down 

payment is required.) 

7. No specific down payment shall be quoted in an 
advertisement which is less than the amount required 
in Regulation W 

8. When offers to lend money for the purchase of 
listed merchandise are advertised, the advertiser shall 
refer to the fact that such loans are limited to only a 
portion of the purchase price or to the purchase price 
after the down payment. 

9. No advertiser shall refer to an installment credit 
as a charge account. Installment credit is defined by 
Regulation W as a “credit which the obligor undertakes 
to repay in two or more scheduled payments or as to 
which the obligor undertakes to make two or more 
scheduled payments or deposits usable to liquidate the 
credit, or which has a similar purpose or effect.” 

10. No advertiser shall employ the phrase “No money 
down,” or its equivalent, in connection with a charge 
account. 

(NOTE: For the purpose of these Standards the term 
“Advertiser” shall include all who sell or 
lend by printed or oral representations. ) 
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Should the Utility Industry Take 


A Serious Look at the No-Collector Policy? 
C. A. Burns 


Union Electric Company of Missouri, St. Louis, Missouri 


OST ELECTRIC and gas companies have 
long followed the practice of sending men 
to customers’ homes or places of business to collect 
arrears on service bills, when past due beyond 
various specified limits. Union Electric Company 
of Missouri discontinued this policy throughout 
its system in May 1947. Various credit groups 
have asked us to discuss our “no field collection” 
policy on numerous occasions during the ensuing 
three years. Since nothing new has been added 
recently, and since no startling developments have 
occurred, my statements will necessarily reiterate, 
to some extent, what has already been said about 
not collecting delinquent accounts in the field. 

Our answer to the question proposed by my subject is 
an unequivocal “YES!” Some credit men have com- 
mented that such a policy might work in St. Louis, but 
it would not do for their own company because of the 
difference in territory. 

Union Electric serves almost half a million electric 
customers in Missouri, Illinois and Iowa. ‘These areas 
include metropolitan, suburban and rural territories. 
Some of our customers are located close to our branch 
offices and pay stations while others are miles away from 
any town or place in which they may pay a bill. Gener 
ally speaking, the suburban and rural customers are some 
what better paying customers, but even in those areas 
some services must be disconnected each month to enforce 
payment. 

One of the comments we have heard about our policy 
is that it is tough and arbitrary. There is no question 
that the blunt statement “we do not collect money in the 
field” gives that impression. Actually, however, there is 
much more to adopting such a policy than just telling 
the customer you are not going to take his money when 
you reach his home or place of business. There are many 
details involved which include training of collection and 
credit division personnel, a proper educational campaign 
among customers covering other methods of paying bills 
etc. I do not intend to try to cover those details here. 
Instead I wish to comment on the two big questions this 
“no field collection” policy always brings up. 

The number one question, of course, is what such a 
policy may do to customer relations. How will customers 
react to the change; how much resentment will this policy 
cause; how many complaints may we expect to receive ; 
how many will be of a serious nature ; how many will be 
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directed to management or to regulatory authorities? 
These questions were given most serious consideration. 

Now let us look at some facts before we dropped field 
collections. In the city of St. Louis we served around 
260,000 customers in 1946. The accounts we were 
assigning to field collectors each month averaged 4,000 
or less than 2 per cent. We were collecting an average 
of 2,300 of these 4,000, thus almost 60 per cent of these 
customers were prepared to pay our collector when he 
arrived. This would indicate that for those customers 
we were providing a special collection service, something 
we could not afford to do for all the rest of our customers 
who paid by mail or in person. Frankly, we felt that we 
could “sell” the vast majority of these 2,300 and, in fact 
a large percentage of the 4,000, on the idea of paying 
their bills before we found it necessary to call. We be- 
lieved we could explain satisfactorily that we could not 
continue to collect from such a small minority, and that 
it would be unfair to expect us to call on every one of 
our customers every month to collect their bills 

We did not dive into deep water, however, without 
knowing how to swim. Actually, we already had years 
of experience in the territories served in St. Louis County, 
which is a separate corporate area from the city of St 
Louis. Operating policies for the 100,000 customers 
served in St. Louis County were determined and directed 
from a separate suburban office, which also was charged 
with the operation of the St. Louis County Gas Company 
until that property was disposed of on March 1, 1947 
While these policies conformed, in general, to those in 
effect for the entire Union Electric system, the gas com 
pany, which was the older of the two utility services, had 
never collected payment of dilinquent accounts from its 
customers in the field. The electric division followed 
that lead when it came into being. 


Expansion of Residential Areas 

Like many other similar areas the county territory t 
the west of St. Louis attracted many St. Louisans. Ex 
pansion of residential or commercial areas in St. Louis 
city has been restricted for several years due to the fixed 
boundaries of the city. On the other hand, the county 
has a great deal of undeveloped land even today. Quite 
a few of our county service applications listed a previous 
using address in the city of St. Louis. Some of those who 
moved over the line had been accustomed to paying a 
collector when he called at their premises in the city. 
Even in those cases we did not find it difficult to explain 
the difference in the policies. 

Prior to placing the policy in effect in the city of St. 
Louis, we directed an investigation of the customers’ 
reaction to the policy in the county. Personnel of the 
city credit and collection division visited county customers 
whose service had been disconnected for non-payment in 
the previous few days. These interviews disclosed a 
general acceptance of, and no particular resistance to the 
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policy; in fact, the majority of the customers interviewed 
actually felt the company had been justified in the action 
taken. 

Beyond St. Louis County, Union Electric serves four 
other counties in Missouri. During the war years field 
collections were dropped in those four territories. No 
serious complaints were registered by those customers 
then, and since the war the policy of no field collections 
has been continued with no adverse reaction. The suc- 
cessful application of the policy in those four areas was 
also given consideration before the change was made in 
St. Louis. In March 1947 the policy was introduced 
in our East St. Louis and Alton, Illinois areas where we 
serve about 50,000 customers. No adverse reaction and 
no serious complaints were experienced in that territory 
either. 

So, on May 7, 1947, after considerable work on pre- 
liminary details, we discontinued accepting delinquent 
payments at customers’ premises in the city of St. Louis. 
Of course, our field men were liberal with extensions of 
time during the first six months. During the transition 
period, we held meetings with the men and discussed the 
customers’ reaction to the change. At first these meetings 
occurred daily, later on about once a week. They told 
us that most of the customers quickly accepted their ex- 
planations and asked about where and how they could 
pay their bills. Some commented that they had not 
known about branch offices, money order stations, sub- 
post office locations; that they had always waited for the 
collector because they thought it meant something to him; 
and that they had been busy and missed the discount so 
they thought they would just wait and pay the amount to 
the collector. A few comments were somewhat critical, 
but these were in the minority and none of a serious 
nature. Such was the immediate reaction. 

For some time prior to May, 1947, Union Electric 
has had a group of interviewers who visit customers’ 
homes throughout the areas we serve. They contact 
people of all economic levels. One of the questions they 
ask is about the treatment the customer receives from 


Union Electric. Comments or complaints about “no 


field collections” are extremely rare. Now that more 
than three years have passed, 


been accepted. 


we feel that the policy has 
In that 36-month period only three or 
four letters of complaint have been received. Only one 
such complaint was directed to the management. None 


were directed to regulatory authorities. 


The Number Two Question 

Now we come to the number two question, what re- 
duction may be expected in collection costs? Here again, 
let us look at St. Louis County. Suppose we assume as 
normal the 5 prewar years, 1936 through 1940. During 
that period the cour.ty customers numbered about 95,000 
and our field calls, without collections, required the 
services of two and one-half men. 
every 38,000 customers. 


This was one man for 
In those same years the field 
collectors’ force in the city of St. Louis numbered 13 
or one man for every 16,000 customers. 

No two areas are exactly comparable, of course, and 
it is true, generally speaking, that the St. Louis County 
area is of a higher economic level than the most part of 
the city. This is largely offset, however, by the greater 
distances from offices and pay stations, and it is possible 
that, if field collections had been in effect in St. Louis 


4 ounty, we would have used as many field collectors per 
group of county customers as was use 1 in the city terri 
tory. The difference in this force then can be attributed 
mainly to the difference between collecting in St. Louis 
and not collecting in St. Louis County 

In 1946 we were expecting collection action on only 
about one-third as many accounts in St. Louis city as we 
had betore the war; just one third as many The star- 
tling fact is that between 1936 and 1940 inclusive a con 
sistent 50 per cent of customers called on by field men 
paid the collector, while in 1946, the collectors were 
receiving payment on 58 per cent of the vastly reduced 
number of contacts they made in the field. In other 
words, to those 50 per cent in 1940 and prior, and the 58 
per cent in 1946, this was purely a collection service, and 
an expensive one, to a minor portion of our customers 


Was such a service justified? We think not 
Reduction of Field Force 


We now serve over 265,000 customers within the 
city limits of St. Louis. Since 1946 we have reduced the 
field force from 9 5 in St. Louis. No man lost his 
job as they were transferred to other comparable jobs 
within the company. The remaining field men receive 
the same rate of pay as they did when collectors and they 
are unencumbered with handling money and making daily 
detailed reports 

We believe, on the basis of what has been accomplished 
to date, that if conditions should revert to those prevailing 
in the 5 years before the war we would be able to cover 

Louis city with only one field man per 38,000 cus 
tomers. ‘This is a reduction of 6 from our collectors’ 
force on the payroll during 1936 to 1940. We all know 
how much field men’s wages have increased in recent 
years and simple multiplication gives the answer to the 
major savings in collection costs. 

In the extensive rural areas of the Union Electric 
System, the policy has resulted savings proportionate 
to those for St. Louis and St. Louis County. The effect 
of the policy has been such that the field work in those 
rural divisions has been reduced to a marginal operation. 
You may find that a comparable savings is possible in 
your territories, with no resulting damage to customer 
relations. That is what our answer to the question of a 


“no field collections” YES! nee 
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Nix New Educational Stickers 


@® MORE AND MORE cost-conscious Credit Sales and Collection Managers are 
finding these new stickers to be an effective and inexpensive collection medium. 
The emblem of the National Retail Credit Association adds an authoritative 
dignity. The wording is friendly and explanatory. Tested sentences are designed 
to present the reasons for prompt payment in a convincing manner. While 
particularly appropriate in the early stages of past due-ness, they can be used 
at any time. Easy to affix, they require no fill-in. Simply attach to the cus- 
tomer’s statement. They are just as effective for the large store as the smaller. 
It is now necessary to have a closer and consistent follow-up as collection 
problems are increasing. Here is your answer. Take advantage of this National 
service and order a selection today. With your order ask for an illustrated 
folder showing our complete series of stickers and inserts. 
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aintain a Good 
redit Record — 


For more than a quarter-century 
retailers and professional men of 
North America have contributed 
their actual ledger experience— 
good, bad and indifferent—to 
form a tremendous catalog of 
credit information. This infor- 
mation is a basis for the credit 
record of the consumer. 


Payment of regular accounts 
on receipt of bill and installment 
accounts as agreed will build and 
maintain a good credit record. 


Printed in chestnut brown ink on 
bright yellow gummed paper. 


| Keep Your Credit 
| Record Good 


Whatever your needs may be, 
a convenient means of making 
your purchases is by using a 
charge account, 


x* 


A good credit rating, obtained 
by meeting obligations promptly, 
entitles you to this privilege. 


Pay each account in full on 
receipt of bill and contract pur- 


Printed in Morocco brown ink on 
canary gummed paper. 


| Credit Is 
| Confidence 


in the integrity of an individual | 
to carry through his agreements. | 


Your willingness to pay | 
promptly is the basis on which ! 
the retailer extends credit to you. 


Charge accounts are due and | 
payable on receipt of statement; | 
installment accounts are due on | 
the dates specified. " 


Pay Your Obligations Promptly | 


Printed in maroon ink on green 
gummed paper. 


The majority of people use 
credit in its various forms, but 
only those who meet their con- 
tracts as agreed, continue to en- 
joy its advantages. 

The credit you command rests 
largely on one thing—not the 

| Position you hold, not the prop- 
erty you own; not your bank ac- 

| count—but the way you pay your 
bills. 

| Pay all charge accounts 

| promptly each month and install- 

ment accounts when due. 


Printed in purple ink on cherry 
gummed paper. 


A SHOPPING 
CONVENIENCE 


@ Credit is extended as a shop 
ping convenience. But it is more 
than a convenience. It has a 
definite value to the user. For 
most people depend on a monthly 
salary or income. By using their 
credit, they are able to meet cur- 
rent expenditures out of current 
income. 


@ Every charge account that is 
paid in full each month, and each 
contract that is paid as agreed 
helps to build and maintain a | 
**Prompt Pay’’ record. 


Printed in green ink on blue gummed 


Each month, stores review their 
accounts to ascertain which cus 
tomers keep promises and which 
do not—and the matter of keep- 
ing promises has a most impor- 
tant bearing on your future 
credit standing. 


Prompt payment of accounts 
builds a credit record of price- 
less value wherever and whenever 
credit is needed. 


Printed in green ink on orange 
gummed paper. 


ONLY $93.50 a THOUSAND 


Assorted, $3.00 a Thousand 


NATIONAL RETAIL CREDIT ASSOCIATION 


SHELL BUILDING 
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Coming District Meetings 

District Two (New York and New Jersey) and 
District Twelve (Delaware, District of Columbia, 
Maryland, Pennsylvania, Virginia and West Virginia) 
will hold a joint annual meeting at Hotel New Yorker, 
New York, N. Y., February 11, 12 and 13, 1951. 
Members of District One (Connecticut, Maine, Mas 
sachusetts, New Hampshire, Rhode Island, Vermont, 
Quebec, Canada, and Nova Scotia, Canada) are also 
invited to attend this meeting. 

District Three (Florida, Georgia, North Carolina 
and South Carolina) and District Four (Alabama, 
Louisiana, Mississippi and Tennessee) will hold a joint 
annual meeting in Chattanooga, Tennessee, April 8, 9 
10 and 11, 1951. 

District Six (Iowa, Minnesota, Nebraska, North 
Dakota, South Dakota, Superior, Wisconsin and Mani- 
toba, Canada) will hold its annual meeting in Daven 
port, lowa, February 18, 19 and 20, 1951. 

District Seven Arkansas, Kansas, Missouri and 
Oklahoma) will hold its annual meeting at the Mayo 
Hotel, Tulsa, Oklahoma, March 11, 12 and 13, 1951 

District Eight (Texas) will hold its annual meeting 
in Galveston, Texas, May 20, 21 and 22, 1951. 

District Nine (Colorado, New Mexico, Utah and 
Wyoming) will hold its annual meeting at the Plains 
Hotel, Cheyenne, Wyoming, May 6, 7 and 8, 1951. 

District Ten (Alaska, Idaho, Montana, Oregon 
Washington, Alberta, British Columbia and Saskatche 
wan, Canada) will hold its annual meeting at the 
Multnomah Hotel, Portland, Oregon, May 19, 20, 21 
and 22, 1951. 





Ernest F. Overstreet 


Ernest Fulton Overstreet died suddenly while on a 
business trip in Charleston, West Virginia, October 15, 
1950. He had been Credit Manager, Ewing-Von All 
man Dairy Co., Louisville, Ky., for many years. He was 
immediate Past President of District Five, N.R.C.A.., 
Past President, Retail Credit Managers’ Association 
Louisville, Ky., Past President, Credit Bureau of 
Louisville, and was, at the time of his death, a Director. 
Elected a National Director at the Banff Conference in 
1948, he was a regular attendant at district and national 
conferences of the N.R.C.A., and took an active part in 
the dairy and baking group meetings. He served as 
chairman of these groups on several occasions. “Ernie’ 
or “Colonel” as he was known to his host of friends 
throughout the country was always willing and able to 
serve on any committee and would work to help his fellow 
credit executives at any time, He will be greatly missed. 
He is survived by his wife and three sisters to whom we 
extend our sincerest sympathy 


Amendment One to Regulation W 


Regulation W is hereby amended in the following 
respects, effective October 16. 1950: 

1. By changing “$100” in Part 1 of the Supplement to 
read “a . 

2. By changing “15 per cent” and “85 per cent” in 


Part ] Group B ot the Supplement to read respectively 


Ss 


per cent” and “75 per cent.’ 
3. By changing “10 per cent” and “90 per cent” in 
Part 1 Group ¢ of the Supplement to read respectively 
15 per cent” and “85 per cent.’ 

4+. By changing the maximum maturity stated in Part 
2 of the Supplement for articles listed in Group A trom 
21 months” to “15 months.’ 

5. By changing the maximum maturity stated in Part 
2 of the Supplement for articles listed in Group B, Group 
C and for unclassified instalment loans, respectively, from 
18 months” to “15 months 

6. By changing the figure 
the Supplement 

7. By striking out that portion of Section 


between the words “flow of income” and "; or.” 


Credit Education at Portland, Oregon 

‘he Retail Credit Association of Portland, Oregon 
were recently successful in interesting the Portland Ore 
gonian in printing a rather impressive irticle of a credit 
educational value It described the operations of the 
credit bureau and explained thoroughly the value of a 
good credit record. In addition it carried a news story 
on page one regarding the new credit regulations As a 
result of these two stories numerous letters have been 
received by the credit executives of Portland indicating a 
new understanding of credit. Reprints of these excellent 
articles are available by writing J. D. MacEwan, Man 
ager, Retail Credit Association of Portland, Oregon 
Panama Building, Portland 4, Oregon 


Credit School at San Jose, California 

The San Jose Chapter, N.R.C.A., San Jose, California, 
conducted their annual study course on credit during the 
month of October, with over 100 people enrolled for the 
tour week course. They were divided into three groups 
department and specialty stores; furniture and appliance 
stores; and a general group designed to include credit 
executives of smaller stores. At the first session, all 
groups met to hear Urban Morff, San Francisco, Calif. 
talk on “What Every Credit Man Should Know.” At 
the second and third weeks, the groups met individually 
and at the fourth week another general meeting was held 
conducted by a representative of the Federal Reserve 
Bank of San Francisco. The course and speakers were 
arranged by Charles S. Gallagher, President of the San 
Jose organization. 








Plan Now to Attend 
THE 37TH ANNUAL INTERNATIONAL CONSUMER CREDIT CONFERENCE 


THE STEVENS HOTEL, CHICAGO, ILLINOIS, JUNE 25-28, 1951 
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Charles F. Sheldon 


Manager, Philadelphia Credit Bureau 
Philadelphia, Pennsylvania 


Have You (Contrubuted 
Jo the “Buy a Bruck" Campaign? 


aye CREDIT managers have been the cham- 
pions of better and improved credit conditions be- 
ginning with the earliest credit bureau. Without their 
unselfish and loyal support, the system of credit investi- 
gation we have available now would not have been possi 
ble. The continued growth, improvement and expansion 
of the system depend on the credit managers of today 
and their successors. 

Our present mutual system begins, as always has been 
true, at the level of the local community. Here the 
credit managers of large stores are the leaders in estab- 
lishing an ebb and flow of information into the credit 
bureau. It could not be otherwise. Overlapping traffic 
in credit results in the same close cooperation with the 
leaders in near-by communities. The communities form 
into districts and districts become national and interna- 
tional in scope. Always at the helm, however, are the 
credit managers of the leading stores. It is their vision 
and their devotion for service to each other that has raised 
the level of mutual aid to its present widespread efficiency. 

As the need for new services developed in the operation 
of the credit department, the credit manager discussed his 
problem with the credit bureau manager. He became 
the catalyst that melded the original idea into a service 
that would answer the problem. But the problem and its 
solution started and ended with the credit manager. For 
he alone knows what he needs to provide the best possible 
service to his customers. 

We easily can follow the thread of the credit manager's 
activities through the pattern of credit bureau growth. 
In the early 1900's, when consumer credit was beginning 
to expand through many sources, the credit manager was 
the sole judge of the risk. He could, of course, verify 
an employment. That is, he could if the employer would 
cooperate. But some employers did not look with favor 
on their employees purchasing on credit. Such a practice 
had a distinct unsavory flavor. Neighbors were antago- 
nistic and often would give misleading or malicious an 
swers to the questions asked. The customers were not 
entirely cooperative and gave grudgingly of the infor- 
mation requested as to their personal status in the com 
munity. Actually, the credit manager had to depend 


almost entirely on his own inherent ability to size up a 
customer. 


Fortunately, communities were small. The credit 
manager had a wide circle of friends with whom he 
could consult about a prospective credit customer. But, 
the level of credit customers was not high, particularly 
when the merchandise was to be sold on the instalment 
basis. There just was not anywhere that he could turn 
to learn how a customer paid his bills. Most applicants 
for credit were interviewed personally in the early days 
of credit. 
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It soon became apparent to the credit manager that he 
should know how his customers paid his competitor. But 
how to learn this was a problem. In the early days 
credit managers did not believe in cooperation. They 
were competitors. They had no traffic with their neigh 
bors. They were rivals for the customer’s business. As 
the collections slowed down and losses piled up with each 
credit manager, he occasionally contacted his competitor 
and soon learned that they had a common problem. It 
was clear that divided they were the prey of the unsatis 
factory customer; united they could control them and 
protect the assets of their firms and make their jobs more 
attractive. 

From this early and elementary start, evolved the for- 
mation of the clearance of references direct to each other. 
Since customers did not give as reference the poor ac- 
counts, the logical next step was a central agency to list 
the past-due accounts and to clear the references for them. 
This was the beginning of the modern credit bureau with 
all its varied services that encompasses the consumer 
credit risk. 

With each stage of development, from merely clearing 
references to the most complete investigation with proof 
of assets, the credit manager has been the proposer of 
the service. For he and he alone knows what he needs 
to best serve his customers and firm. ‘To receive such a 
service, means that he must first give such a service to the 
credit bureau. It was not easy to agree to give confi- 
dential paying habits to the credit bureau for the use of 
competitors. If it had not been for the stalwart purpose 
inherent honesty and stick-to-itiveness of the early credit 
managers it is doubtful if the modern credit bureau would 
be in existence today. And why do these credit bureaus 
exist throughout the country? Because that which was 
learned on the local level was passed on—swapped if you 
will—to the near-by communities; then up through each 
level to the national plan through a process of osmosis 
that nature uses so successfully for the growth and ex- 
pansion in the life of our trees, plants and flowers. 


The Need for Greater Cooperation 


Spreading out from this pioneering of the first credit 
managers, who incidentally had many other duties to 
perform, those responsible for the passing on of the credit 
risk in other businesses began to inquire into its value to 
their own firms. As credit became more widespread, the 
need for greater cooperation was met by the growth of 
credit bureaus in every community of any size. Other 
businesses started to find out the sales potential of credit 
granting. Credit bureau managers continued their role 
of interpreters of the needs of the credit managers in 
obtaining facts to determine the credit risk of customers. 
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The early credit managers were leaders in their com 
munities and had to be big men with vision. They gave 
freely and without any ties whatsoever to create and 
build for those who followed them. They banded to- 
gether with others on local, sectional and national levels. 
Whatever the need, they gave freely of their personal time 
to plan and execute systems for the benefit of their firms, 
competitors and successors. The present-day credit man 
ager owes much to these early pioneers. They created 
the National Retail Credit Association. This devotion 
to a cause for improvement in the granting of credit was 
only possible because of the time, money and personal 
effort of the credit managers in the early days of the 
National Association. 

We can say without reservation that the speed of 
growth of our local consumer credit investigation services 
and credit department operations received and still re 
ceives impetus from the united efforts of credit managers 
of the N.R.C.A. And just think, it has been managed 
on a financial budget based on a yearly membership fee 
of only $5.00. In over twenty years there has been no 
increase in the dues of the N.R.C.A. Yet, the publication 
of The Creprr Wor.p alone requires 60 per cent of the 
dues income. Surely, never before have so many bene 
fited through such limited income. And now the time 
has come for all the present members of the Association to 
contribute in like manner and build a memorial to the 
pioneer credit managers who set such an outstanding ex 
ample of service to their fellow men. 

There always is a man for the job. Our President of 
the National Retail Credit Association, Clarence E. 
Wolfinger, is made of the same stock from whence came 
our pioneer credit managers. He, too, typifies the ideal 
of service. His one great goal is to see that the National 
Association has a home that is not subject to the vissitudes 
of the times and the sudden decisions of others. His goal 
is a home free of debt that will eliminate for many years 
to come the requirement that our national officers and 
executives be concerned about rent and sudden office 
moves. 


Purchase Your Bricks Now 


Every credit manager owes it to himself, his firm and 


to his predecessors, who built that he should benefit, to 
purchase one or more bricks for the new office building 
of our national association. This is a crusade to build 
a memorial to the credit managers who laid the foun 
dation on which we operate today. And to build a 
memorial that will be an incentive to those who follow 
to continue to build for the improvement of consumer 
credit. For surely it is to become the major distributing 
system in our future economy. 

Every local association and every district group should 
purchase as many bricks as possible. They should vie 
with each other to see who can purchase the most bricks. 
Every credit bureau should purchase bricks for this me 
morial to the credit fraternity. If what I have said is 
true, and I am reporting from personal participation, 
then credit bureaus receive their income and always have 
received their income from credit granters of the nation. 
Let us show our appreciation by cooperating with the 
“Buy a Brick” drive. Be a good brick and buy as many 
bricks as possible for the International Headquarters of 
the retail credit fraternity. ake 
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Blue Book 
of CREDIT 
DEPARTMENT 
LETTERS 


This 48 page booklet has just been pre- 
pared by the Educational Department of 
the Nationa! Retail Credit Association to 
meet the needs of the busy retail credit 
granter. It is completely new and offers 
you a model letter for almost every con- 
ceivable letter writing situation that can 
arise in the credit department. 


There are five divisions of the booklet: 


1. Credit Sales Promotion Letters. 
2. Acceptance and Declination of Credit 
Application Letters. 


3. Collection Forms and Letters. 
Adjustment Letters. 
Miscellaneous Credit Department 
Letters. 
In addition there are ten pages of com- 
mentary on specific correspondence mat- 
ters. Each letter is written for a special 


purpose. Indexed for instant reference. 


If your correspondence problems are 
taking too much of your time, this better 
letters counsellor is just what you need. 
Send for your copy today. 


$1.50 





NATIONAL RETAIL CREDIT 
ASSOCIATION 
Shell Building + + St. Lovis 3, Mo. 
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“Buy a Brick” Comments 


“Herewith is the price of one brick as requested in the Sep 
tember Creprr Worip. To those of us who have served during 
that early period as credit men, when the sales force .was 
antagonistic, to the time when the salesmen and management 
began to see and understand that the credit department was a 
tremendous force in building good will thus increasing sales, 
certainly makes us happy. The articles in The Creprr Wes 
are certainly fine and very apropo in these perilous days and 
I only wish more of our citizens could read and absorb them.” 
—Fred A. Thompson, Masonic Home, Route 4, Minneapolis 20 
Minn., Honorary Life Member, N.R.C.A 

| 
“The Buy a Brick idea is excellent and I am happy 
to enclose my check for five bricks. Whoever origi- 
nated the idea is entitled to praise and commendation 
for ‘originality."—Frank Batty, 85 Moraga Highway, 
Orinda, Calif., Past President, National Retail Credit 
Association, Honorary Life Member, N.R.C.A 

“In the last issue of The Creprr Worvp, there is proposed 
what I thought was a clever plan for augmenting the building 
fund for the new N.R.C.A. structure. Right then and there I 
meant to clip my dollar bill to a letterhead and mail it in. It 
just goes to show that you should not put off until tomorrow 
what you should do today. Consequently, by way of penalyzing 
myself, | am enclosing two one-dollar bills, along with my best 
wishes and hope for the speedy completion of the project.”— 
Jerry Harris, Manager, Creditors Service Bureau, El Paso, 
Texas. 


Pa 


_ “Attached is a check in the amount of $15.00 for a 
like number of bricks, one brick for each of our 15 
credit bureaus. We saw Clarence Wolfinger’s appeal 
in the recent issue of The CREDIT WORLD and 
thought this small contribution might be welcome at 
this time.”——Richard M. Holmes, Vice President, The 
Credit Bureau, Inc., Atlanta, Ga. 


“When we read our Creprr Wortp for September and saw 
the article by Clarence Wolfinger, we were sorry that the idea 
of buying bricks did not originate in our Dallas Association 
We can think of no better building to put our dollars into than 
the one that will house the National Retail Credit Association, 


AN UNUSUAL 
STICKER 


THIS MOST UNUSUAL 
STICKER has been designed for 
use by members. 

They should be used on letter- 
heads of the credit department and 
on statements on which a previous 
month’s balance has been brought forward. 

THIS STICKER carries the prestige of the Na- 
tional Retail Credit Association and the slogan, 
**Guard Your Credit As a Sacred Trust,’’ is an 
excellent educational message. Order a supply 
today. 

SHOWN ABOVE actual size, they are printed in 
the National’s colors, bronze blue on gold gummed 
paper. 





MEMBER 


National! Retail 
Credit 
Association 











Price, $2.50 per thousand 


NATIONAL RETAIL CREDIT ASSOGATION 
uilding Louis 3, Mo. 














nor is there another man to whom we would rather pay tribute 
by buying a brick than L. S. Crowder. It is a real pleasure to 
enclose our check for $158.00, representing $1.00 from each of 
our members, to assist in the building of our national offices 
and to enclose the names of those members who contributed 
Our own N.R.C.A. building wil) be a monument to the personal 
success and achievements that you have attained and to the 
progress that our national organization has made under your 
leadership.”"—R. A. Jackson, President, Dallas Retail Credit 
Managers’ Association, Volk Bros. Co., Dallas, Texas 


“We have noted President Wolfinger’s appeal to 
the members of the N.R.C.A. to buy a brick for your 
new home. We, the undersigned, ask that you accept 
our humble gift in the memory of Charles M. Reed 
who valued the National Retail Credit Association 
more than life itself.".—-Mary Grover, Ruth Hartman, 
Mildred Shisley, Mary Bartle, Ken Broman, Don 
—" The Retail Credit Men’s Association, Denver, 

olo. 


“It certainly was a pleasure to spend some time with you 
recently and to be brought up to date on the fine progress being 
made by the N.R.C.A. which is still very dear to my heart even 
if circumstances do not permit my continued active participation 
in the Association's affairs. I was particularly impressed by 
your prospect for having your own building and can well be- 
lieve that every association in America can adopt your recom 
mendation and buy a brick per member. My compliments to 
the Dallas Association in this connection See letter above.) 

“I am so happy to know of the plan to raise money for bronze 
name plates for the front of your building and know that it was 
the intention of our dear friend, Dave Bolen, to write the past 
presidents to underwrite the cost of these plates. Because of 
his untimely passing Dave never got the letter off to the past 
presidents and it would, in my opinion, be most appropriate 
that when the plates are set upon the building, they be as a 
memorial to him. He was a good boy and in all respects ob 
served and practiced those ideals to which the credit fraternity 
has dedicated itself over the years. As a matter of fact, I 
can conceive Dave as the finished product of the many years 
of effort invested by all of the good old-timers in the develop 
ment of a most honorable profession. I am pleased to enclose 
my check for $50.00 toward this bronze plate fund and when 
your campaign is over you may call on me for any deficit in 
this fund that may be necessary for your purpose.”—Leopold 
L. Mever, Meyer Bros. Inc., Houston, Texas, Past President, 
National Retail Credit Association 


“Mr. Taylor and I have been very happy to hear 
of your building project, and we of the Christian 
Board of Publication are glad to send you this check 
for your ‘Buy a Brick’ campaign. It is our hope that 
all your expectations for your new building will be 
realized."—C. D. Pantle, Manager, Christian Board 
of Publication, St. Louis, Mo. (Publishers of The 
CREDIT WORLD, since 1931.) 


“In appreciation for the assistance and cooperation given by 
the National Retail Credit Association to the Credit Women’s 
Breakfast Clubs of the Seventh District recently, here is my 
check for $5.00 for 5 bricks in your new home.”—Helen Brou 
yette, Pelletier’s, Topeka, Kan 


“A ‘lien’ on your modern office building should be 
a safe investment but when I lean I touch about 
25 bricks so here is my check for $25.00."—Emmett 
E. Barbee, Secretary-Manager, Oklahoma City Re- 
tailers Association, Oklahoma City, Okla. 


“Having the distinction of being an honorary life member of 
the National Retail Credit Association and being placed out on 
pasture by Famous-Barr Co., with ample pension for a com- 
fortable living, it gives me great pleasure to send you a check 
for five bricks for the building fund.”—Clarence F. Jackson, 
R.R. 2, Box 50, St. Clair, Mo 
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Sales Promotions—Office Procedures 
Credit & Collection Problems 


How Well Do You Know Your Credit Customers? 


THOUSANDS of our members are small merchants 
in various lines of business. They have particular credit 
problems and perplexities they wish discussed in The 
Crevir Worip 


requests and will be presented from time to time as inter 


This feature is in response to several 


est is manifested and material is available. For our part 
we hope it becomes a regular monthly feature. 

We shall roam over the entire credit office field, and 
touch on all those matters on which the small merchant 
seeks enlightenment, such as, credit sales promotion, 
office procedures, billing methods, collection methods and 
others. You have asked us for this feature and we are 
delighted to offer it. 


ance of the page depends on you. Tell us what you 


However, the success and continu 


would like presented and we will do our best to find 
the answers. Our aim will be to discuss informally and 
briskly those topics on which the small merchant is vitally 
interested. This is your Main Street Credit Forum. 


* * * 


A recent sales survey shows that the country’s 100 
largest retail companies, operating more than 29,000 
stores, do approximately 15 per cent of the nation’s total 
retail business. 85 per cent is done by 1,700,000 smaller 
stores. Big business in America is truly done by small 
businesses. 

About one third of our total retail volume, running 
currently at the rate of over 140 billion dollars a year, 
is done on credit. Surely no one will doubt that we live 
in a credit economy, and the sound extension of retail 
credit is one of our pressing problems 

We have no exact figures on this point, but we strongly 
suspect that greater credit losses are suffered, percentage 
wise, by the small merchant than by the large department 
store and speciality shop. Some customers show a dis 
tressing tendency to impose on the small merchant. 
Hence the need for more thorough understanding of 
credit principles. 

The National Retail Credit Association is dedicated 
to promoting the use of credit as a way of life, believing 
that credit is a magic force that brings more of the good 
things of life to more people. The Association is equally 
devoted to the objective of educating both the retailer and 
the credit user to the sound and sensible use of credit and 
to avoid its dangers. Those shining objectives will guide 
the conduct of this credit forum. 

* . . 
Many small merchants have discovered the hard way 


Analysis 
of credit losses shows that the majority stem from in- 


that a complete credit application is essential. 
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sufficient information about the applicant in the begin 
ning Because the small merchant usually knows his 
customers personally or thinks he does, there is the great 
temptation to rely on personal knowledge and judgment, 
nstead of on full information and complete investigation 

The best advice we can give to the small merchant is 
take a complete credit application and clear each through 
the credit bureau We know this is not always done 
It is surprising to find the number of customers on the 
books of the average small merchant for whom no ade 
quate credit application exists, and no credit bureau re 
port has been secured True, most of them turn out 
all right, but just one bad debt loss would pay for a great 
many credit reports. As the old saying goes, “You can’t 
tell what is in the bottle by the label,” so credit responsi 
bility cannot be determined by casually knowing the cus 
tomer or by relying on an honest face 


Credit is a Business Transaction 
Credit is a business transaction. Merchants show a 
lot of shrewdness and intelligence in the other functions 
of running a business, buving and selling the goods, 
stretching the advertising dollar and watching items of 
expense, but too often allow the function of credit to be 
handled by an inexperienced and overly trusting office girl. 
Credit losses are fifth in the principal causes of business 
failure. Credit is a two-edged sword—wisely handled 
it can bring more profitable business, unwisely handled 
cause heartache and distaster. 
Before extending credit, you must secure satisfactory 
answers to five basic questions: (1) Who is he? (2 


Where is he? (3) Can he pay promptly? (4) Will he 
pay promptly? (5) Can he be made to pay promptly? 

If we think about those questions it becomes clear that 
personal knowledge of the applicant will not encompass 
all of them. The only way to get all the information is 
by using a tested credit application form such as the one 
recommended by the National Retail Credit Association 
and then clearing every credit application through the 
credit bureau. 

That sounds simple enough, but failure to follow those 
two basic steps robs the merchants of our nation of vast 
amounts of money every year. 

Let us briefly review these five basic questions, and see 
why they are so important. 

Name: to identify the applicant beyond any possibility 
of confusion, the credit interviewer needs the following: 
whether Mr., Mrs., or Miss; full name, not merely the 
last name and initials; age; wife’s or husband's first name. 


(Turn to “Credit Customers,”’ page 27.) 
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Bainbridge, Georgia 
The new officers of the Merchants Retail Credit Asso- 
ciation, Bainbridge, Ga., are: President, Mrs. H. H. 
Felty, Felty’s; Vice President, E. S. Parker, Parker’s; 
and Secretary-Treasurer, Mrs. Nettie S. Alderman, 
Horne-Reynolds Tractor Co. Board of Trustees: W. 
J. Brockett, Men’s Shop; Mrs. Lillian Whigham, Sears, 
Roebuck and Co.; Mrs. Sarah Ringwalt, Southern Auto 
Associate Store; and A. M. Turner, Turner's Shoppe. 
Beaumont, Texas 
The Retail Credit Grantors of Beaumont, Beaumont, 
Texas, have elected the following officers and directors 
for 1950-1951: President, Mack Boyd, Gulf Oil Corp.; 
Vice President, William King, Ener & White; Secretary, 
Betty Fowler, Dover's; and Treasurer, Matthew Nosek, 
Winton Automatic Gas. Directors: H. Waldo Graff, 
American National Bank; E. E. Singleton, The Credit 
Bureau; and Marvin Landry, The Fair Store. 
Cincinnati, Ohio 
At the annual meeting of the Associated Retail Credit 
Granters, Cincinnati, Ohio, the following officers and 
directors were elected: President, Carroll Whisler, 
Mabley & Carew Co.; Vice President, Winston Clark, 
John Shillito Co.; Treasurer, John Galvin, McAlpin 
Co.; and Executive Secretary, Allison P. Koelling, Credit 
Bureau of Cincinnati. Directors: Russell Townsley, 
Henry Harris, Inc.; Lawrence Robbins, Willis Music 
Co.; Fred Konnersman, Potter Shoe Co.; and Harry 
Timmer, Alms & Doepke Co. 
Fort Worth, Texas 
The new officers and directors of the Fort Worth Re- 
tail Credit Managers Association are: President, Wm. 
A. Pearson, Fort Worth National Bank; Vice President, 
W. O. Perlick, Meacham’s; and Secretary, A. S. Billings 
ley, Retail Merchants Association. Directors: George 
W. Brown, First National Bank; John R. Clark, Mon- 
nig Dry Goods Co.; L. A. Crane, Wm. Cameron & Co.; 
W. H. French, Jack Collier Drug Stores; W. E. 
Hagerty, R. E. Cox & Co.; Mrs. W. F. Izelle, Lad« 
Furniture Co.; Owen M. Jones, Washer Brothers; J. A. 
McElroy, Leonard Brothers; W. F. Salt, Lone Star Gas 
Co.; F. B. Shelton, Johnnie Johnson Tire Co.; E. S. 
Weidruff, LaCava’s, Inc.; and Frank Watts, J. E. 
Foster & Son. 
Jacksonville, Florida 
At a recent meeting of the Retail Credit Men’s Asso- 
ciation of Jacksonville, Jacksonville, Florida, the follow- 
ing officers and directors were elected: President, H. 
Coburn Hendrix, Cohen Brothers; Vice President, Mon 
roe G. Phillips, Furchgott’s; Secretary Treasurer, H. 
Cyril Sedding, Rhodes, Inc.; and Executive Vice Pres 
dent, Charles E. Moorman, Jacksonville Credit Bureau. 
Directors: Walter F. Koch, Florida Tent and Awning 
Co.; Rudy Moss, Young Men’s Shop; Oliver A. Jenkins, 
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Duval Jewelry Co.; Charles L. Wells, Charles L. Wells 
Jeweler; Joseph H. Riggs, Florida National Bank; Ed- 
ward W. Rogers, Mather Furniture Co.; and E. L. 
Witt, Purcell’s. 
Kingsport, Tennessee 

The new officers and directors of the Credit Granters’ 
Association of Kingsport, Kingsport, Tennessee, are: 
President, Grace A. Brownell, W. B. Greene Co.; Vice- 
President, Clifford V. Bryant, Clinchfield Supply Co.; 
Treasurer, W. B. Reeves, B. F. Goodrich Co.; and Sec 
retary, Harry Umberger, Reliable Furniture Co. Direc 
tors: James A. Murray, Citizens Supply Co.; Luther 
Noel, The Jewel Box; and Bob Woods, Bob Woods 
Manshop. 

Portland, Maine 

The 1950 officers of the Credit Granters of Portland 
Portland, Maine, are: President, Frederick E. Skillings, 
N. T. Fox Co.; Vice-President, Clifton M. Pike, Por 
teous, Mitchell & Braun Co.; and Treasurer, Mrs 
Dorothea Wilbur, Boston Shoe Store. 


New Quarters for Detroit Credit Bureau 

Realizing a substantial increase in credit reporting and 
collection business during the past few years, the Mer 
chants Credit Bureau, Detroit, Mich., has found it neces 
sary to move to larger quarters and they now occupy the 
sixth floor of the Gabriel Richard Building, Michigan at 
Wayne. Owned and operated by the merchants since it 
was organized by them in 1921, the bureau has served as 
a credit clearinghouse and collection bureau giving na- 
tional coverage, for the large and small retailers, banks 
finance companies, professional men and all other lines of 
businesses serving the consumer. The files contain the 
paying habits of over three million individuals. With 
the additional space and modern equipment, the bureau 
is now able to better serve its members, the Associated 
Credit Bureaus of America, collection associates and the 
credit seeking public. 
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David D. Bolen 


November 23, 1901 September 23, 1950 


AVID D. BOLEN, Credit Manager, Famous-Barr Com 

pany, St. Louis, Mo., died unexpectedly of a heart attack 
at his home, Saturday evening, September 23, 1950. He came 
to St. Louis from Des Moines, lowa, about four years ago. He 
was with Younker Brothers, Des Moines, for 2] vears, starting 
is cashier and clerk Subsequently he was collector, manager of 
the adjustment department, and divisional credit manas In 
March 1934 he assumed the position of Credit Manager 


He was elected Vice President of the National Retail Credit 
Association at San Francisco, Calif., in 1939 and President at 
the Twenty-Ninth Annual Conference and Credit Sales Forum 
of the Association in New York City, June 18, 1941 At the 
teme of his death he was a member of the Finance Committee, 
and also a member of the Building Committee. He had a voice in 
the selection of the lots for our new office building in University 
City, Mo As Chairman of the Credit Forum at our annual 
Conference in Cincinnati last June, he performed admirably and 
those present were loud in their praises of him and the fine work 
of his panel members 


“Dave” as he was affectionately known to his thousands of 
friends in the United States and Canada, served as President of 
the Des Moines Retail Credit Association for two years. He 
was a director of the Sixth District, N.R.C.A., in 1937-1938 and 
a National Director in 1938-1939. He was a member of the Des 
Moines Consistory No. 3, ZaGaZig Temple Shrine, St. Louis 
Downtown Kiwanis Club, and the Methodist Church. He was 
a native of Anderson, Indiana 


Funeral services were conducted in St. Louis by the Rev 
Harvey S. Anglin, Kirkwood Methodist Church and he was 
buried in the Glendale Masonic Cemetery, Des Moines, the 
following day. He is survived by his widow, Mrs. Irma Mathers 
Bolen and his mother, Mrs. Silas M. Bolen of Des Moines, to 
whom we extend out deepest sympathy. The credit fraternity 
has lost a capable and efficient executive and the National Asso 
ciation an outstanding and devoted member 


Dave contributed generously and enthusiastically of his time 
in the interests of retail credit and his constructive influence 
in his chosen field of endeavor will be missed by his many 
friends among retail credit executives, credit bureau man- 
agers, and retailers of North America. His career had been 
brilliant, and his personality and charm were infectious. His 
passing has created a void that cannot be filled. 
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Jacksonville Honors Past Presidents 


The Retail Credit Men's Association, Jacksonville, 
Florida, honored its past presidents and an employee who 
has served the Association for twenty-five years with a 
buffet supper in the offices of the Association recently. 
Past presidents serving the Association from 1923 through 
1949 were: C. P. Pridgen, Haynes R. Mahoney, Ernest 
C. Vaughn, Richard D. Oldham, Joseph M. Johnson 
Eugene G. Breedlove, Ambrose C. Martin, Archie O. 
Jenkins, James J. Tibbs, Monroe G. Phillips, Walter F. 
Koch, John W. Markham, Jr., William P. Gilreath, Jr., 
Edward W. Rogers, Charles S. Brookes, Joseph H. 
Riggs, Ernie L. Witt, Rudy Moss, and Charles L. Wells. 

H. Coburn Hendrix, president of the Association pre- 
sented engraved certificates of appreciation to each past 
president. He stated that he could best express the ap 
preciation of the Association in the words engraved on 
the certificates, “In honor and with deep appreciation of 
the distinguished and unselfish service given to the busi 
ness and professional men of Jacksonville and Duval 
County while serving with outstanding leadership, vision 
and ability, as President of this organization during 
(year).”’ The certificates had a background embossed 
showing the skyline of Jacksonville. 

The Association also honored one ot its employees, 
Mrs. Violet Hardee Romedy, who completed twenty-five 
years of service October 5, 1950, by presenting her with 
a cabinet television set. 

President Hendrix stated that the Association has 
grown steadily in membership and that the members now 
number over 400 and that the records of the Association 
now include a master file on practically everyone who 
has resided in Jacksonville for more than six months and 
who has ever made a purchase on a credit basis. He also 
stated that this Association, organized in 1923 succeeded 
an Association originally organized in 1910. He pointed 
out that one of the past presidents of the Association, 
Joseph H. Riggs, is also past president of the National 
Retail Credit Association and that one of the former 
employees, Mrs. Pauline Shepard, is past president of the 
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Texas Bureaus Hold Open House Week 

L. E. Blowers, President, Retail Credit Executives of 
Texas, and A. S. Billingsley, President, Associated Credit 
Bureaus of Texas, proclaimed the week of October 16 as 
credit bureau open house week for the purpose of foster 
ing better member-bureau relations. Visits like these 
gives credit managers and their assistants an opportunity 
to become personally acquainted with the credit bureau 
staff which will improve cooperation between the two and 
result in better service to customers. 


Henry C. Horne, Sr. 


Henry C. Horne, Sr., 45, vice president, Union Na- 
tional Bank and president of the Houston Clearing House 
Association, Houston, Texas, died September 12, 1950. 
He was named vice president of the bank in 1943 after 
serving as cashier, assistant cashier and member of the 
credit department. He was past president of the Houston 
chapter of the American Institute of Banking, the Hous 
ton Retail Credit Association, River Oaks Lions Club, 
and was formerly secretary of District 1. Texas Bankers 
Association. He was a member of Trinity Episcopal 
Church and numerous clubs and civic organizations. He 
is survived by his wife, two sons, a daughter, a brother, 


and four sisters to whom we extend our deepest sympathy. 





Credit Women’s Breakfast Clubs of North America. 
President Hendrix is a past president of the Credit 
Management Division of the National Retail Dry Goods 
Association and Charles E. Moorman, Manager of the 
Association is a past president of the Associated Credit 
Bureaus of America. 

At the close of the meeting those present stood tor a 
moment of silence as a memorial to the past presidents 
who are now deceased: Joseph M. Johnson, Archie O. 
Jenkins, James J. Tibbs, William P. Gilreath, Jr., and 
C. P. Pridgen. Shown in the photo below, reading from 
left to right, are past presidents: E. W. Rogers, Charles 
L. Wells, Ernie L. Witt, Joseph H. Riggs, H. C. 
Hendrix, Rudy Moss, M. G. Phillips, Ernest C. Vaughn 
Walter F. Koch, Richard D. Oldham, and Ambrose C. 
Martin. 
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Positions Wanted——_ 


Woman credit manager desires position in depart 
ment or specialty store in the Southwest. Four years’ 
experience as credit manager and excellent training 
References. Box 11503, The Creprr Worvp. 

Credit Manager with over 20 years’ experience as 
credit and collection manager in retail field. Fully con 
versant with building morale and personnel administration 
Excellent references 
Will go anywhere. Box 11502, The Crepir Worip 


Active in credit association work 


Credit Conference at Port Angeles, Washington 

The Retail Credit Association of Port Angeles, Port 
Angeles, Washington, was host to the annual Puget 
Sound Regional Credit Conference, September 22-24 
1950. Under the direction of general chairman, Antonia 
Polzin, an instructive and interesting program was at 
ranged and the 120 delegates felt they were amply repaid 
for the time spent. The Association was organized only 
a vear ago while their Breakfast Club was formed a few 
weeks prior to the Conference. Members of both organi 
zations are displaying real enthusiam and taking a keen 
interest in local credit affairs. “These organizations are to 
be congratulated for their splendid progress made in such 


a short time 


Activities of Trenton Association 


Clarence E. Wolfinger, President of the National Re 
tatl Credit Association was the principal speaker at the 
initial dinner meeting for the forthcoming term of the 
Retail Credit Men's Association, Trenton, New Jersey 
His topic was “What Membership in the National Retail 
Credit Association Should Mean to You.” 

During the proceedings Mr. Wolfinger was presented 
with twenty new National members from Trenton by A 
Harry Glogoft, Goldberg's Department Store, member 
ship chairman for New Jersey, Vice President, District 
Two, N.R.C.A., and the newly elected Vice President of 
the Trenton Retail Credit Association. Shown in the 
Joseph M. Martin, 
Hurley-Tobin Co., past Vice President, District Two, and 
Director N.R.C.A.; Edward M. Gallagher, Swern and 
Company, newly elected President of the Trenton Associa 
tion; Clarence E. Wolfinger; Harvey C. Voorhees 
Nevius-Voorhees, retiring president; A. Harry Glogoff; 
and Russell J. De Cara, Hurley-Tobin Co., Secretary- 
Treasurer. The executive committee consists of : Harvey 
C. Voorhees ; Walter Mahaney, Personal Finance Co. ; H. 
M. Thomas, Sears, Roebuck and Co.; Fred J. Beyea, 
National Cash Register Co.: Arch G. Lummis, Trenton 
Trust Co.; and Mrs. Hazel Llewelyn, Carlton Clothes 


Shop. 


photo below, left to right, are: 
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Los Angeles Booklets 


The National office has received an excellent booklet 
titled “How to Use Your RMAC Service.” Prepared 
ind published by the Retail Merchants Credit Association 
of Los Angeles, California, this 36-page handbook is a 
well-designed and attractive guide to Bureau service 
ind a ready reference for credit granters in their rela 
tionships with the Bureau. Illustrated with photographs 
nd illustrations of forms, the 44.” | »” booklet tells 
1¢ Bureau user all the pertinent data helpful in selecting 
types of reports ar d also vives a graphy idea ot the scope 


ind significance of the Bureau 


+} 


In compiling the booklet, General Manager J. A 
Gross enlisted the ideas of Bureau personnel and the re 
lt is an extremely il operat 


ing manual which 
ves no question un | Fully indexed, the book 
Is \ ilued by the mie! DeTsS AS 1 re ady reterence whe n 
some question of procedure arises For new members 
the handbook facilitates rapid indoctrination into the 
methods, costs and procedures which starts them off on 
the right toot 
The foreword states its purpose This information is 
set torth to assist members ir securing prompt and a 
ate reports from the Retail Merchants Credit Asso 
1 
i 


ciation. It is intended as an all-inclusive guide and 


should be consulted freely and often by accredited repre 
sentatives in order that we may better se 

Another booklet from the same source | 
Cjuide for the Doctor and His Assistants."’ Published by 
the Associated Credit Bureaus of California ind spon 
ored by the Retail Merchants Credit Association of Los 
ngeles, this was prepared under the guidance of A. | 
Hart of the Bureau Staff. Especially written for the 
doctor and his assistants, the booklet is a noteworthy con 
tribution to the better handling of the credit and col 
lection problems peculiar to the medical and dental 


protessions 


ts 32 pages are devoted to a discussion of the many 
ways in which the Credit Bureau can help the profes 
sional man. As the foreword states in part, “Too often 
Doctors and Dentists are confronted with the fact that 
a large part of their earnings are represented by monies 
due them from precarious accounts This brochure 
will assist them in avoiding the hazards of perilous credit 


practices and dubious collection methods.” 

Mr. Gross has expressed his willingness to send a copy 
of either or both of these unusual and excellent booklets 
to any member of the N.R.C.A. Please direct your re 
quests to him at 417 South Hill Street, Los Angeles 13, 
California. 


New Position for Wayne F. Gregory 
The general offices of Pearson's Furniture and Music 
Stores, Indianapolis, Indiana, announces the appointment 
of Wayne F. Gregory as Assistant to General Credit 
Manager, A. D. Arnold. Mr. Gregory was formerly 
Credit Manager, Three Sisters Shop, Houston, Texas. 


For Sale 


Credit Bureau with collection department in a Florida 





city. Good trading area. Cowner wishes to retire. Box 


11501, The Creprr Worvp. 
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LEONARD BERRY 


OST CREDIT department staffs are now con- 

centrating on customer service as the seasonal rush 
climbs steadily toward its Christmas climax. However, 
I would remind you that, even though your current work 
schedule is heavy, the approach of January brings credit 
sales opportunities for which preliminary preparations 
should now be started. 

Comparatively few credit executives regard January 
as a particularly promising month for credit sales pro 
motion. Actually there are few better times for both 
getting new accounts and stimulating inactives. New 
account promotion is more effective when tied in with 
specific merchandise offerings, and surely January, with 
an abundance of such, gives special reason for powerful 
money-saving appeals by using the credit facility. 

According to recent tabulation by the Sales Promotion 
Division, National Retail Dry Goods Association, only 
in seven out of fifty-two departments is January the low 
month for volume of sales. Shrewd shoppers hail Janu 
ary merchandise events as ideal times to stock-up on 
household goods and wearing apparel at advantageous 
prices. Alert credit sales managers can capitalize on this 
understandable desire by sending timely invitations to 
selected prospects to open credit accounts. Advance 
preparation for such credit sales promotion campaigns 
means smoother operation and greater success. 

Here is another good reason for a comprehensive credit 
sales promotion in January. Part of good credit manage- 
ment consists of keeping the addressograph files clean 
and to remove plates when it becomes apparent the ac 
count is unlikely to be used again. For the inactive ac- 
count part of the January campaign, the tried and tested 
“Half-way” letter is admirably adapted. Strong and 
impelling copy can be written around the “You haven't 
used your account recently, please tell us why,” theme. 
As the number of inactive accounts is likely to be less in 
January than in any other month, costs are accordingly 
reduced. Consider, too, that the inactive customer, not 
having made some use of her account in December, the 
heaviest shopping month of the year, more than likely 
has some pretty good reason for not doing so, and your 
job, as sales promoter, is to discover that reason. It has 
been proved many times that the “Half-way” letter is 
productive of good response, and preparations should be 
made to handle promptly the replies that are sure to come 
in. Track down all instances of customer dissatisfaction 
that appear. Reply promptly and fully to all comments. 
Inactive accounts that do not respond, and have been in- 
active for six months or more, can then be removed from 
the addressograph files thus making needed room for 
others. Make January, with its slight slackening of the 
pace, “clean up time,” in addition to reactivating as many 
accounts as possible. 
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Most people are faced with heavy financial demands 
in the early days of the year, and proffered credit facilities 
are especially welcome. A letter then, inviting the open- 
ing of an account and accompanied by sound merchandise 
presentations, may induce many an otherwise adamant 
prospect to accept. 

Together with credit sales possibilities, January brings 
many collection problems for which solution should now 
be sought. 

One prime collection objective is to reduce the number 
of past-due accounts that soon, if still unpaid, will be 
eligible for charge-off to “Profit and Loss.” During the 
next few weeks, have someone in the office separate the 
larger past due accounts, which can then be carefully 
reviewed for accelerated collection efforts to save them 
from the bad debt graveyard. Every account averted 
from P. and L. not only improves the store’s financial 
position, but means a customer retained. Once the omi- 
nous bad debt stamp is placed on a ledger sheet, the 
chances are the customer is lost forever. Intelligent effort 
might get the money sooner and save the customer. 

Credit managers are familiar with the feeling of dismay 
and chagrin that arises when accounts are discovered that 
are perilously close to charge off, when earlier and per 
sonalized collection work might have minimized the risk. 
Early recognition of a dangerous collection condition and 
rapid action averts many bad debts. 

On such large past due accounts it will be profitable 
to devote personal attention. With the credit history 
card and perhaps also the credit application card before 
him, the credit manager can more easily visualize the cus- 
tomer, and find that magical you approach that often 
brings results when routine collection notices and letters 
are ignored. A common cause of letter failure is lack of 
personalized appeal. 


This Month’s Illustrations ™—> 


Illustration No. 1. This is a variation of the “Half- 
way” letter originated by the late Daniel J. Hannefin, 
It is the kind of 
letter unusually productive of good response. 


editor of this page for several years. 

Illustration No. 2. Commonly in January, credit 
managers discover accounts that could be considered 
“good but overbought.” This letter offers frieridly 
cooperation that should appeal to such a customer and 
urge action. 

Illustration No. 3. Often a collection letter is needed 
for the customer whose account is showing a seriously 
past due condition, but whom you believe to be basically 
sound, and would, if the account became paid, continue 
selling on credit. 
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OUCCTION 
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Compiled by the Research Division 


Open Accounts 








INSTALMENT ACCOUNTS outstanding at department 
stores rose further during August, exceeding by 6 per cent 
the all-time high recorded at the end of the preceding month. 
The amount outstanding on August 31 was 56 per cent above 
that of a year earlier. Collections on instalment accounts 
also increased during the month and were about one-third 
larger than in August 1949. The collection ratio based on 
the first-of-month accounts receivable amounted to 18 per 
cent, one point higher than in July but 3 points below the 
corresponding 1949 figure? At the prevailing rate of repay- 
ment these accounts would be liquidated in approximately 
10 months, one month longer than in the corresponding period 
last year. 
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DEPARTMENT STORES | DEPARTMENT STORES | WOMEN'S SPECIALTY 
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Charge accounts receivable at the end of August were 4 
per cent larger than in July and 19 per cent above those of a 
year earlier. Collections on charge accounts which customari 
ly decline in August were down slightly. The ratio of col- 
lections during the month to accounts receivable on August 
1 was 51 per cent, 2 points higher than in July. 


Department store sales of all types showed substantial 
gains in August as is customary at that time of the year. 
In comparison with the volume of a year earlier, however, 
cash sales were up only 8 per cent while charge-account and 
instalment transactions increased by 22 per cent and 44 per 
cent, respectively.—Federal Reserve Board. 
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General Business Conditions 


THE VOLUME of trade and industry has continued t 
increase, although at a somewhat smaller rate than during 
preceding months.. The total amount as measured by financial 
transactions is currently running around 19 per cent higher 
than it was a year ago Ihe expansion in activity has been 
greater than the usual seasonal rise, and indications are that 
it will continue for some time Some slackening can be ex- 
pected later, however, because the gains have been abnormal 
and due to some extent to exceptional factors. A sharp rise 
in business activity has in the past usually been followed by a 
reaction and corresponding movement in the opposite direction 
No significant signs have yet appeared, however, that might 
indicate a reversal in the upward trend 

Few shifts have taken place on the LaSalle Map since last 
month Business is still making the best showing in the in- 
dustrial regions and is lagging throughout most of the ager 
cultural sections of the country In all areas, though, business 
is higher than it was last year. It is being supported primarily 
by large consumer spending, much of it representing advance 
buying in anticipation of possible shortages of goods later, 
when more materials and labor must be diverted to the pro 
duction of war materials and equipment. So far the increase 
in government buying has not been a major factor, although 
it is scheduled to be considerably larger before long 

Business activity has increased most in the area around the 
Great Lakes, both in the United States and in Canada This 
activity in these places reflects the large demand for steel and 
machinery Also striking are the very high production rates 
in the automobile industry and in closely related lines. New 
orders in these fields continue to come in at a rate in excess of 
even the current high level of factory output. Business con- 
ditions are also above the national average in the Southwest 
and along the Pacific Coast. Spending in connection with 
military activity has been especially significant in the West 

Activity in many parts of the Middle West has been affected 
by the lag in farm income this year The recent rise in the 
prices of many farm products has not yet been reflected in the 
volume of business carried on in the agricultural regions. Up 
until recently farm income has been running below that of last 
year, although it is still very high as compared with most 
previous periods. In parts of the South the prospects for a 
much smaller cotton crop have adversely affected general 
business 

In the eastern part of the country conditions are least 
favorable in New England Conditions in the area around 
New York City have improved in recent months somewhat 
more than in other parts of the East Farther south along 
the Atlantic coast activity is about the same as the national 
average In several places, however, the trend is upward, an 
indications are that further improvement will be made during 
the remainder of the year 


Trade and industry in Canada have been rising at a some- 
what less rapid rate than in the United States, but in all sec- 
tions activity is higher than it was a year ago. Factory output 
has recently been increasing slightly more rapidly than has the 
volume of trade, in spite of a rising price trend which tends to 
boost trade volume more than it does the physical quantities 
Agricultural conditions are not quite so 
favorable as industrial, and bad weather has further reduced 
the output of some crops. Indications are that business will 
be good throughout the remainder of this year iness Bul- 


letin, La Salle Extension University, Chicago, 


of goods produced 


Consumer Credit 


TOTAL CONSUMER credit at the end of August is esti- 
mated at 20,979 million dollars, 614 million more than a 
month earlier. The increase during the month was almost as 
large as that occurring in July and continued to stem chiefly 
from expansion in the instalment segment. On August 31 
total consumer credit outstanding was 4,526 million larger 
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than on the corresponding date of 1949. Instalment credit 
rose by 411 million dollars to 13,015 million at the end of 
August. The increase during the month compares with a 
record expansion of 500 million in July. Automobile sale 
credit increased 101 million in August, following an unprece- 
dented gain of 204 million in the preceding month. The 
August increases in other sale credit and instalment loan credit 
were about the same as during July. Charge-account indebted- 
ness, which customarily shows littl change during August, 
expanded 127 million dollars, about the same gain as in July. 
On August 31, charge accounts receivable amounted to 3,654 
million dollars, 467 million above the amount outstanding on 
that date of 1949.—Federal Reserve Board. 


Retail Furniture Report 
FURNITURE STORE sales rose 10 per cent in August 


and were 25 per cent larger than in the corresponding month 
Sales of all types showed substantial Aug. increases 
largely seasonal in character. Instalment sales were up 8 per 
cent from July while cash and charge-account transactions 
rose 15 per cent and 19 per cent, respectively Both cash and 
credit transactions in August were about one-fourth larger 
than a year earlier but the year-to-year gain was greater for 
the charge-account than for the instalment credit segment 
Instalment accounts receivable at furniture stores rose 2 per 
cent during the month and on August 31 were 28 per cent 
above the outstanding indebtedness of a year earlier. Collec 
tions on instalment accounts increased 7 per cent and when 
vie Ided a 


last year 


compared with first-of-month accounts receivable 
collection ratio of 11 per cent, the same as in July At the 
prevailing rate of repayment, accounts would be outstanding 
about 18 months, 2 months longer than in August 1949 In 
ventories rose substantially during August and at the end of 
the month were one-fifth larger than the retail value of stock 
on hand a year earlier At the current rate of sale, stocks 
were equal to about 4 months’ supply Federal Reserve Board 


Consumer Installment Loans 


CONSUMER INSTALMENT loans outstanding at cach of 
the principal types of lending institutions increased further in 
August to new high levels. At the end of the month total bal- 
ances reached 4,407 million dollars, representing an expansion 
of about 25 per cent from August 1949. The volume of loans 
made during the month was 2 per cent larger than in July, 
and more than one-fourth above that for the corresponding 


date of 1949.—Federal Reserve Board. 


Retail Instalment Credit at Furniture and 
Household Appliance Stores 


INSTALMENT ACCOUNTS receivable at furniture stores 
nereased further in August but the rate of growth slackened 
somewhat from that of the preceding month Outstanding 
nstalment indebtedness at household appliance stores showed 
1 more substantial gain during the month. Over the year- 
period, outstanding balances have increased by more than one- 
half at household appliance stores and by nearly one-third at 
furniture stores The ratio of collections to first-of-month 
instalment accounts outstanding at both furniture and house- 
hold appliance stores remained the same as in July but was 


August 1949 Federal Reserve Board 


slower than in 


To do more business profitably, and to help 
locate “lost customers,” always take a com- 
plete credit application from all new accounts 
and check these through your Credit Bureau. 
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The Soldiers’ and Sailors’ Civil Relief Act 


THIS LAW was passed to protect those who were 
suddenly called into the military services and free them 
from hardships that might be imposed solely because of 
the performance of their duties to the nation. Since the 
Korean War has begun, and the subsequent steps taken 
to rebuild our military forces to war-time strength, the 
drafting into the military services again brings into play 
the liberal provisions of this Act. 

The courts have said that its purpose “is to relieve 
persons in military service from mental distress occasioned 
by handicap of being in service resulting in inability to 
function with freedom of action possessed prior to in- 
duction, causing inability to meet financial and other obli- 
gations and commitments, mental distress resulting from 
inability to protect legal rights adequately or to defend 
suits.” Hunt v. Jacobson, 33 N.Y.S. 2d 661, 178 Misc. 
201. 

For the information of the membership of the Associ- 
ation there is printed below a series of Questions and 
Answers illustrating the application of this Act to situ- 
ations where goods and merchandise have been obtained 
on credit by persons afterward inducted into the military 
services. 

The answers given by the author are interpretations of 
the provisions of the Relief Act and are not in any way 
intended as legal advice. They are presented in an at- 
tempt to assist credit granters in securing a working 
knowledge of this wartime measure. However, if you 
are puzzled by any section of the Relief Act, play safe 
and consult your own attorney. 

1. Question:—Does the protection of the Relief Act 
apply to members of the Women’s Army Auxiliary Corps 
(WAACS) and the Women’s Auxiliary 
Emergency Service (WAVES) ? 

Answer:—Yes. (Section 101 /1/.) 

2. ‘Question:—Does the Relief Act apply to officers? 

Answer:—Yes. The Relief Act applies to officers as 
well as the rank and file. In practical application, how- 
ever, it is doubtful whether many officers would take 
advantage of, or be entitled to, the benefits of the Act. 
In most instances, their rate of pay is likely to be sufh- 
cient for the court to decide that they are able to pay their 
debts. (Section 101 /1/.) 

3. Question:—Are Americans serving with the British 
and Canadian armies given the protection of the Relief 
Act? 

Answer :—Yes. 


Volunteer 


104.) 
4. Question:—Must the Government give notice to 


service men of the benefits they receive under the Relief 
Act? 


26 


(Section 
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Answer:-—Yes. Section 105 instructs the Secretary of 
Army and the Secretary of the Navy to make arrange- 
ments so that persons in military service or those entering 
the service receive adequate notice of the benefits accorded 
them by the Relief Act. 

5. Question:—Does the protection afforded service 
men by the Relief Act become effective upon the date of 
entry into military service or upon the date of receipt of 
the order to report? 

Answer :—The benefits of Articles I, II, and III of 
the Relief Act are extended to persons entering military 
service from the date of receipt of the order to report. 
The benefits of the other Articles of the Act commence 
upon the actual date of entry into military service. 

As Article I, “General Provisions,” Article II, “Gen 
eral Relief,” and Article III, “Rent, Installment Con- 
tracts, Mortgages, Liens, Assignments, Leases,” cover 
the gréater part of a person’s debts and obligations (ex 
cluding insurance and taxes), it may safely be said that 
the protection of the Relief Act as to ordinary obligations 
becomes effective from the date of receipt of the order to 
report for military service. (Section 106.) 

6. Question :—A, who is not a service man, owes C 
$200.00. $150.00. 
How may C secure a default judgment against A and B? 

Answer:—C must bring two separate actions—one 
against A; the other against B. 

If A fails to enter an appearance, C must file an afh 
davit showing that A is not in military service and has 
not received orders to report. After filing this affidavit, 
and there being no defense, C will be able to enter default 
judgment against A, (Section 200.) 

Deferred Action When Debtor in Service 

If B, the service man, fails to enter an appearance, C 
must file an affidavit showing that B is in military service, 
or that he (C) is unable to determine whether or not B 
is in military service. In this case, C will have to secure 
a court order authorizing a default judgment; but before 
making such an order, the court will likely require C to 
file a bond conditioned to indemnify B against any loss he 
might suffer because of the judgment should the judgment 
later be set aside. (Section 200.) This requirement 
usually causes most creditors to defer action when a 
debtor is in military service. 


B, who is a service man, owes C 


There is a provision in Section 200 of the Act (Title 
50, U.S.C.A., App.Sec.520) to the effect that where an 
affidavit is not filed in court showing that the defendant 
is not in the military service “‘no judgment shall be en 

tered without first securing an order of 
court directing such entry, and no such 
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ca **Credit Customers”’ 





This information is essential for proper recording of the 
account, and also for the credit bureau. Accurate identi 
fication is necessary in enabling the credit bureau to find 
your particular customer from the thousands they have 
in the files. Similar names taken in error have caused 
many costly losses. 

4ddress: The complete residence address, including 
Postal zone number if any, should be secured. The de 
tails of residence, such as location, length of time and 
whether the premises are owned or rented, not only place 
the applicant accurately, but throw considerable light on 
Residence 
addresses covering the past two or three years reveal much 
about the applicant and his stability. Ownership of the 
home, while not to be regarded as essential, does tell the 


probable income and financial responsibility. 


credit granter something about thrift and permanence of 
the applicant. Roomers should be investigated with ad- 
ditional thoroughness as they often change addresses with 
out telling creditors of the fact, thus creating locating 
problems. 
Employment: Most credit applicants rely on earned 
income to pay bills, therefore complete data as to employ- 
ment are necessary to determine the answers to the ques 
tions, “Can he, and will he, pay promptly?” Credit 
bureaus often include employment verification in their 
reports and must have complete details, particularly if 
the applicant is employed by a large concern with thou 
sands of employees, in order to make such verification. 
Type of occupation has a bearing on credit analysis 
Studies have been made of occupational pay habits, and 
these are helpful in a broad way in determining credit 
responsibility. Wherever possible, information as to in 
come should be obtained by the interviewer in order to 
more accurately determine credit limits. However, 
should the interviewer not be able to get the information, 
fairly accurate estimates can be made by knowing the 
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nature of the work and prevailing wage rates for different 
occupations. 

Bank: Bank information is largely useful for identi- 
cation purposes and check cashing services. Be sure to 
get the exact name of the bank and location. Many 
banks have branch offices. Also possession of a savings 
iccount is useful in deciding credit responsibility. Pru 
lence in handling personal finances is good evidence of an 
acceptable risk 

Personal references: At least two personal references 
should be obtained. The names and addresses of the 
nearest relative and one friend have little value in the 
credit investigation, but often turn out to be useful in 
locating the debtor should he prove to be a “skip” later. 

T'rade references: Information should be obtained as 
to accounts the customer has elsewhere and those cur- 
rently active. It is understandable that applicants con 
veniently “forget” some accounts that might have been 
slow in payment, but the skilful interviewer will soon 
detect any signs of reluctance to tell all, and will press 
the question until satisfied that full information has been 
given. 

Of course this information is of no particular value 
until the credit investigator has checked with the firms 
named and obtained a report of how the accounts have 
been handled. Obviously the credit bureau can best ac- 
complish this, and in addition 
applicant might have omitted. 


give information that the 

With a complete credit application and a credit bureau 
report, the credit granter can extend credit with confi 
dence. Instead of setting forth on uncharted seas, and 
running the risk of becoming lost, these two steps go a 
long way to ensure a pleasant voyage with your customer 
to the harbor of increased sales volume. 

Next month we shall discuss the importance of the 
credit interview. xe 


order shall be made if the defendant is 
in such service until after the court shall 
have appointed an attorney to represent 
defendant and protect his interests, un 
til court shall on application make such 
appointment.” 
Ihe question of whether or not failure to appoint an at 
torney to defend a man in military service is ground for 
vacating a default judgment, is one on which the cases 
have gone both ways, depending on the particular facts 
applying to such cases. 

This subject matter—The Soldiers & Sailors Relief 
Act—is dealt with in a convenient booklet that was pub- 
lished by the National Retail Credit Association during 
World War II, and which may be obtained from the St 
Louis office. Additional Questions and Answers will be 
set forth next month, particularly those dealing with ob 
taining waivers from guarantors, accommodation makers 
and others secondarily reliable. 

FEDERAL RESERVE BOARD REGULATION 

“X”" APPLYING TO HOUSING 

This regulation was issued on October 12, 1950, 

governing loan requirements on real estate and housing 
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and affects principally one and two-family residential 
dwellings. When it is realized that most small resi- 
dential houses today cost between $10,000.00 and 
$15,000.00, inspection of the regulation would indicate 
that it increases the down payment requirements to the 
buver very heavily. ‘T he objective ot tl e government 
apparently is to bring about reduction of housing starts 
for the year 1951 to approximately eight hundred thou 
sand units from the expected million three hundred thou 
sand to million four hundred thousand expected in 1950 
Even Veterans Administration loan requirements have 
been increased. The new terms for non-veterans require 
them to make cash down payments ranging from 10 per 
cent on housing costing under $5,000.00 to 50 per cent 
on those costing from $24,250.00, up. Down payment 
for veterans will run from 5 per cent to 45 per cent. 
The restrictions are to apply to all real estate loans and 
are not confined to those which involve guarantees or 
direct loans by government agencies. Apparently, one 
of the objectives of the government or one of the results 
will be to divert many workmen from private building 
into public housing construction, wee 
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| SING advertising to educate the public into a proper realization 

of the necessity of paying bills promptly is not a new idea. 
Retailers have been quick to realize that the power of newsnaper 
advertising can be applied just as successfully in getting people 1. pay 
for their merchandise as it has been to get them into the store to buy. 


For this purpose, the National Office has prepared a new series of mats 
which includes 17 Pay Promptly and 1 Returned Goods ads. These 
mats, ready to hand to your newspaper, come in two popular sizes: 
6 x 9 inches, $2.50 each, and 4 x 6 inches, $1.75 each. Ad No. 11R 
(in 4” x 6” size) is shown above—actual size. It can be used early in 
oo to stimulate Christmas business and collections for your 
members. 
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IN 1949 it was estimated that out of every dollar spent 

to purchase an automobile, 24 cents went into taxes. 
x* * * 

TOP BRACKET and poverty stricken people are de- 
clining in numbers. The high incomes have been hit by 
taxes, and the low incomes have been improved by full 
employment and higher wages. 

x * * 

ALEX LOEB, Inc., a Meridan, Miss., department store, 
has adopted an under 21 charge account service which teen- 
agers will be allowed 12 weeks to pay on limited purchases. 
Purchases up to $24.00 may be made with no money down 
and no interest or carrying charges will be added. The 
young applicant need not have established credit elsewhere 
but he must, however, have either a full or part-time job, 
or be receiving an allowance from his family. The mini- 
mum weekly payment is $1.00. 

~ * * 

CONSUMER CREDIT Problems for 1951 will be the 
theme of the Northeastern Credit and Collection Confer- 
ence which will be held at the Hotel New Yorker, New 
York, N. Y., February 11-13, 1951. 

x * * 

ONE OF THE most annoying parts of the curtailment 
of mail service is the discontinuance of directory service 
for first-class mail. If an addressee moves only a few 
blocks away and fails to file a change of address with the 
post office, mail addressed to the old address will be re- 
turned to the sender. Special delivery, registered, insured 
and C.O.D. mail still gets directory service, as does perish- 
able matter and parcels of obvious value. If you are in 
doubt about addresses, or suspect the addressee may have 
moved, the surer, and more expensive, way is to send mail 
special delivery. 

2 

THE 20TH BIRTHDAY anniversary of the Credit Bu- 
reau of Greater Boston, Boston, Mass., was observed re- 
cently with a credit men’s luncheon. Short talks on the 
growth of the organization were given by several credit 
executives. The occasion also marked the removal of the 
bureau to new headquarters at 11 Beacon Street. 


~ * * 

ROBERT O. BONNER, Credit Manager Emeritus, L. 
S. Ayres & Co., Indianapolis, Ind., will continue his work 
as special representative in customer research and business 
extension under the direction of Theodore B. Griffith, 
President, it was announced recently. 


x* * * 

CARSON PIRIE SCOTT & CO., Chicago, IIL, is at- 
tempting to swell its new accounts list by offering a bonus 
to employees for each new account recruited. A bonus of 
50 cents for each new charge, deferred payment or mer- 
chandise coupon account is given employees. One em- 
ployee opened 960 new accounts, while four others had 
more than 400. The company tells employees that every- 
one is a prospect: cash customers, friends, relatives, neigh- 
bors, grocer, butcher, milkman, etc. 

i 

GIMBEL Bros., and Strawbridge & Clothier, Phila- 
delphia, Pa., are planning to instal cycle billing systems in 
their credit accounts receivable department early next year. 
Gimbels will complete its installation in February, using 
Remington Rand cyclomatic files, although the particular 
brand of machines has not been decided upon as yet. In 
the early spring of 1951, Strawbridge’s expects to instal a 
cycle billing system, although the exact type of equipment 
remains to be selected. 


x~* * 

BEFORE WORLD WAR II about 4 million Americans 
paid an income tax. After the war began, according to a 
Twentieth Century Fund report, the number rose to above 
40 million, or over 10 times as many. Now it is around 
56 million. 

x * * 

WITHIN LITTLE MORE than a century, the United 

States has changed from a primitive agricultural economy 
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to one of the most highly industralized countries. Only 5 
per cent of its 5 million inhabitants lived in urban com- 
munities in 1790. By 1890, with a population of 63 million, 
35 per cent lived in urban territory, and by 1940 nearly 57 
per cent of the population was urban. 

~* * 

THE SMALLEST weekly income a young couple 
should have to get married on these days is $50.00, accord- 
ing to a recent survey 

~ * * 

CASH-INS OF SERIES E Government Savings Bonds 
in September out-stripped new purchases for the fifth con- 
secutive month, but by a narrower margin than in the 
earlier months. Treasury officials said redemptions totaled 
$248,111,000 in September while new purchases amounted 
to $244,019,000. 

x~ * * 

THE GREAT American Society of Questioned Docu- 
ment Examiners, meeting in convention recently, took time 
from their more scholarly discussions to warn businessmen 
regarding ball point pens and executives’ illegible sig- 
natures. They pointed out that as businessmen climb the 
ladder and become executives, their penmanship degener- 
ates. This makes the forger’s job much easier. Ball point 
pens deprive a signature of many characteristics that will 
help in identification later. 

~*~ * * 

THE COST TO the government to collect $100.00 in 
taxes varies from year to year. During 1949 the estimated 
cost was between 35 cents and 50 cents for each $100.00 of 
taxes collected. 

~ * * 

ON THE SAME corner where George F. Cottrell opened 
a small store on a $1,000.00 loan during the panic of 1893, 
the Cottrell Clothing Co., Denver, Colo., opened its doors 
on a new $250,000 store building, September 27, 1950. 
William E. Glass, President, gave white ten-gallon hats to 
the managers of radio stations and other business and 
political leaders as a symbol of Western hospitality. Mr. 
Glass was for many years Credit Manager of the store 
before becoming President 


‘ Re ee 
THE STATE TAX burden for the fiscal year 1949-1950 
reached a record average of $60.72 per capita in the 48 


states, according to a report just issued by the Commerce 
Clearing House. 
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Give Us the Tools 


HERBERT BARNES, Vancouver Motors Limited, Vancouver, B. C., Canada 


¥ WAS THE indomitable Churchill who made 
famous the phrase, “Give us the tools, and we'll finish 
the job.” How well they DID do the job at that time 
is now history. But what a difference it might have been 
had those tools NOT then been available! What a 
change there was in the Korean picture, after those gal- 
lant American boys began to receive the tools! No mat- 
ter how good the man, he MUST have the tools. 

Consider the ditch-digger. Suppose you need a trench 
dug to run a new water service into your home. Now 
practically anyone can dig a ditch, so you hire a man and 
show him what you want done, where to do it, how deep 
and how wide to dig the ditch and leave him to do it. 
But he has no shovel! How good a job, and how fast a 
job can he do with his bare hands? The answer is obvi- 
ous. But give that man a good stout spade, and watch the 
earth fly! 

I well remember the first year I was married. I had 
a rake, a spade, a lawnmower, a hammer and saw, but 
no other tools. One day I found the wheel of an old 
wheelbarrow, and not having a wheelbarrow (and not 
much money) decided here was the beginning of one. In 
those days I was young, slim, full of energy and confident 
of my own ability, so I set out to construct a wheel 
barrow, one that would really do the job and last for 
years. I fashioned the main supports and handles out of 
two-by-fours, shaping the handles with a knife. The 
axle had to have holes to go through, and I insisted that 
all the braces be bolted and not nailed together. But I 
had no brace and bit. Selecting the kitchen poker, and 
stoking up the fire, I heated the poker red-hot, and with 
this and many repeated heatings and a lot of smoke, | 
bored those holes with heat and pressure, and believe me 
there were plenty to bore. 

Eventually the job was completed, but certainly not 
in record time. Any craftsman on looking at it would 
pale visibly. A year or so later when I began to get lazy, 
and a little rounder in the tummy, I hired a Chinaman to 
cut the lawn for me. The very first day he asked for 
a wheelbarrow. Proudly leading him out to the garage, 
I pointed out my pride and joy. He walked over and 
hefted it a little. Now we all know the Chinaman is 
supposed to have an inscrutable look, but the look that 
Chinaman gave me was certainly not inscrutable! Im- 
agine my chagrin later to spot him trundling the neigh- 
bor’s wheelbarrow which he had borrowed! However, 
in self-defense, and in justification of my own prowess as 
an embryo carpenter, I hasten to point out I still have 
that wheelbarrow, and it is still giving yeoman service. 

In contrast, I recently completed building in my base- 
ment, a rumpus room, complete from studs to joists and 
panelling to ceiling. And I defy any but the most critical 
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to find anything wrong with it. The difference is that in 
the intervening 14 years I had acquired quite a number 
of carpenters’ tools. I mention all this simply to bring 
home the value of having the proper tools with which to 
do the job. Just how does this apply to credit granters? 

It should be obvious, but because we as credit granters 
deal so much in the abstract, perhaps it may not be so 
obvious at that. Certainly it is obvious that the tools of 
our job must include a desk, an application form, a pen, 
and a disarming if not welcoming smile. A private inter- 
viewing booth is also a help. But these are no more than 
my original hammer, saw, and poker. There are other 
finer finishing tools needed also, plus the ability to use 
such tools. What are they? 

First, the Credit Bureau is the most valuable and vital 
tool of our profession. How can any of us expect to 
turn in a finished job on credit without the aid of the 
credit bureau? How can we intelligently deal with the 
credit application without facts? How can we intelli- 
gently deal with the collection problem without facts and 
background? How can we hope to control the account 
without facts, background, and the constant check-back 
of the credit bureau every time our customer applies for 
credit elsewhere, thus giving us an idea of whether or not 
he is over-extending himself? How can we obtain the 
entire picture of our customer’s buying and paying habits 
without the aid of the invaluable clearing house of such 
information, the credit bureau? How else but through 
that vital and central bureau can we protect our account 
against over-extending elsewhere than by feeding our own 
account information into that great pool of such infor 
mation, the credit bureau? 


Credit Reports Are Good Insurance 


And the strange and unbelievable thing about it all is 
that you will never realize the truth of these words until 
you practice exactly as I have told you and as I have 
practiced for years and would not dream of doing other 
wise. In our company, we obtain a credit report for the 
opening of an account with the smallest purchase, for 
should the customer return tomorrow or next week to 
make a large purchase, we could not refuse had the first 
item not become past due meanwhile, for we would have 
no just cause for refusal. Many a dollar credit report has 
saved our company hundreds of dollars of potential loss 
By the same token, many a dollar has been spent on a 
report that did not develop enough business to pay for 
the report. But the main point is that our charge-offs 
have never been large enough to cause us concern. Re 
member, a well-used credit bureau is the cheapest form of 
insurance against bad debts, and is also one of the best 
potential credit sales promotion tools at the same time 
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Second tool is our local Credit Granter’s Association 
the work of which is also a valuable aid to all of its 
members, although this is perhaps even more abstract to 
the casual observer. Although it works hand-in-glove 
with our Credit Bureau, its work is largely educational 
to both members and consumer 

It educates the membership generally as to the value 
of cooperation with each other, through the credit bureau. 
It teaches us the why and wherefore of obtaining credit 
reports, of filing account information for the benefit of 
ill and the protection of our own account. It teaches us 
how to counsel the debtor against overbuving, and of the 
value of keeping his payment promises. It teaches me to 
persuade him he should square up his past-due account 
with you, before I can open an account for him. And 
believe it or not, | can name some Vancouver credit 
executives who do just that very thing! It teaches us 
how to rehabilitate the debt-ridden customer by means of 
pool accounts, through the credit bureau, of course 

Our credit association is an educational medium for 
our credit office staff. This is accomplished by means of 
the talks given at regular luncheon and dinner meetings; 
by open forum or panel discussions; by Regional meet- 
ings; by District and National Conferences. But more 
directly this is accomplished by sponsoring and conduct 
ing educational classes on a regular organized basis, 
usually annually, with material and textbooks supplied 
by either the National Retail Credit Association, or 
Credit Granters’ Association of Canada. Here the em- 
ployee is taught the fundamentals of credit granting from 
\ to Z, and from saying “good afternoon” through ob 
taining the application, the report, analyzing the report, 
ipproving or rejecting the application, and then, on top 
of it all, selling the customer on what a great guy we are, 
how we are out to help him, and getting him to pay us 
promptly and perhaps even first! Of course, if he does 
not, then there is the collection to be made, we are taught 
all about that too. Now that is a lot of work, and not a 
job we would relish tackling for each and every new em- 
The Association is 
equipped to do it, they do it, and they do it well! 

Our consumer gets his education from the Association 


ployee who comes into our office. 


too, directly and indirectly. Indirectly through each one 
of us as I have just described. Indirectly too through our 
supporting or directly opposing state and federal legisla 
tion affecting consumer credit, which we are well able to 
do, as an organized national group. Directly he is edu- 
cated through prompt-pay advertising in newspapers; by 
our providing speakers for service club and other types of 
Directly too, 
when we bring him into direct contact with the Credit 


meetings, and for educational institutions. 


Bureau for a discussion as to why he has been refused 
credit. 

Third tool in our bag of tricks is our Credit Women’s 
Breakfast Club, a valuable adjunct to our Association. 
Apart from gracing our banquet tables from time to time, 
and organizing many of our social events, their work too 
is largely educational. Often they organize and conduct 
our employee educational programs, and within their own 
club are constantly educating their own members in mat- 
ters of credit and collection, and teaching them coopera- 
tion with the Association and the credit bureau. They 
are always ready to help credit women in other cities, 
towns, and villages, in organizing their own breakfast 
clubs, thus spreading the benefits of organized and stand- 
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irdized credit control. Not the least important of their 


functions is the establishing of friendships between all 
these girls from the various credit offices and credit 
‘ureau, which builds cooperation between each other and 
tacilitates the exchange of credit information 

Fourth and final tool is the collection division, usually 
i division of the credit bureau, and usually operating in 


the same office 


Working in close harmony with the bu 
reau, with access to all its files, its members, and its infor 
mation, it is in a far better position than any other col 
lection office to do a collection and tracing job. Besides 


wing better able to get results, it is better able t 


tactful job, and to maintain good public relations for you, 
the client, simply because of its relationship with the 
redit bureau. 

Do not overlook the fact that an account placed with 
the collection division of your local credit bureau is auto 
matically recorded in the bureau files, and thus automati 
cally revealed to each firm making a credit enquiry. ‘This 
has the effect of curbing the debtor's buying on credit 
elsewhere, thus bettering your chances of collection. This 
s not generally so when an account is placed elsewhere 
tor collection. 

There you have the four tools: first; the local credit 
bureau; second; your local Credit Granter’s Association ; 
third; your local Credit Women's Breakfast Club 
ind fourth; the collection division of your local credit 
bureau; four organizations that operate in cooperation 
with each other. Most important, four organizations all 
banded together in their District and National Organi 
zations, headed by the National Retail Credit Association, 
from which comes the leadership in retail credit; in edu 
cational media; in credit research; in credit legislation 
Mark and 


remember them well, all four of them, for they are the 


ind in coordination of the work of the four. 


finishing tools of your profession. 

Yes fellow credit granters, give us the tools, and let 
our employers be educated to grant us the right to use 
those tools intelligently and effectively, and we will turn 
in a job second to none! But deny us those tools and the 
right to use them and in that case not one of us can do 
a topflight job! Personally, I will fight like the dickens 
for that spade before I would dig that ditch with my 


bare hands! What about you ane 
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on W Amendment Will 
Sortously Affoct Sales 


HE ANNOUNCEMENT Friday afternoon, 

October 13, of the Federal Reserve Board, 
amending Regulation W, effective October 16, 
came as a surprise and disappointment to re- 
tailers. 

On the invitation of the Board, representatives 
of several large organizations conferred with mem- 
bers of the staff on Monday, Tuesday, Wednesday 
and Thursday afternoons, October 9-12, 1950 

A committee representing our association con- 
ferred with the Board on Tuesday afternoon and 
met with the Task Committee of the Retail In- 
dustry on Wednesday morning. That afternoon 
the Task Committee, of which we are members, 
had a two-hour session with members of the 
Federal Reserve staff. 

Members of the committee were emphatic in 
stating that there was no basis for amending the 
Regulation at this time——that it was not possible 
to have figures to justify such action and it would 
be at least ninety days before the matter could be 
considered with any degree of intelligence 

It was explained that the associations repre- 
sented had only meager information as to the re- 
sults of the Regulation which became effective 
September 18, and in most instances the reports 
indicated a drop in instalment sales. It was 
hoped that amendment would be deferred until 
January 15, 1951, by which time it was thought 
that sufficient information would be available 

The terms adopted under Amendment No. | 
will seriously affect retail instalment sales, will 
work a hardship on the consumer, and results will 
prove negligible in the fight against inflation 

In the discussion it was pointed out that retail 
sales in July, August and September were ab- 
normal, for the following reasons: 1. Scare buy- 
ing, due to the Korean situation; 2. Possible 
scarcity of merchandise, due to a long-drawn-out 
war; 3. The purchase of durable goods on instal- 
ments prior to the effective date of Regulation W, 
and particularly in the period after the announce- 
ment that instalment credit would be controlled 
and the effective date ten days later 

It was the opinion of the credit managers and 
management present that sales had leveled off 
and, because many customers had anticipated 


purchases of durable merchandise, sales for Octo- 
ber and the remainder of the year would probably 
not exceed 1949 figures. 

It was the opinion, too, that increased income 
taxes would affect sales. This, together with 
Regulation W, without any amendment, would 
have resulted in a substantial decrease in con- 
sumer debt by the end of the year. 

It was the recommendation of the N.R.C.A. 
committee that consideration of charge account 
controls also be deferred until January 15, 1951, 
and if such accounts were again controlled, that 
the freezing date to the public remain as the 
tenth of the second month following purchase, 
for stores on conventional billing, but that actual 
freezing date be the 25th of the second month 
For stores on cycle billing we recommended 55 
days from the billing date. 

It was contended that the additional fifteen 
days would eliminate much of the expense and 
annoyance of freezing accounts on the 10th and 
unfreezing them a few days later, because of the 
habit of many customers to pay between the 10th 
and 20th of the month. 

Request was made that floor authorizations be 
increased to $25.00. It was explained that many 
firms permit floor deliveries up to $25.00 and in 
some departments up to $50.00. 

It was also recommended that the curing pro- 
vision be eliminated altogether, or amended to 
provide for down payment in line with instalment 
requirements of Regulation W, and that the re- 
mainder be paid in not more than six equal 
monthly instalments 

Another recommendation was that the con- 
version of charge into instalment credit, prior to 
default, be eliminated or amended to requir 
regular down payment, as provided on instalment 
purchases, and that the payment include the 
amount then due, figured from date of purchase 
Also that the maximum time permitted in the 
Regulation be granted, likewise figured from the 
date of purchase. 

If you are opposed to the Regulation as 
amended, express yourself accordingly to the Fed- 
eral Reserve Board, with copies of letter to your 
representatives in Congress and National office 


Abs. 


a 


General Manager-Treasurei 
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To assist Credit Departments in performing a more efficient credit 
control on past due accounts, we have several times during the past 
few years revised the Age Analysis form reproduced below. Over 
2,000,000 have been sold to date, testifying to its success. 

It is especially effective for smaller stores for use in collection 
follow-up and freezing accounts. 

The size is 91.” x 12” and they are padded 100 to a pad. Prices: 
100, $1.25; 500, $4.50; 1,000, $8.50. Postage extra. Special prices on 
larger quantities. Order Age Analysis Form No. 721, today, from your 
Credit Bureau or National Office. 
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You Need This Book 


Indispensable to retailers, financial institutions, doctors, lawyers, 


and collection agencies. Saves time and worry! Just off the press. 


THE SOLDIERS’ AND SAILORS’ CIVIL RELIEF ACT 


OF 1910. AS AMENDED 








DO YOU KNOW THE ANSWERS 
TO THESE QUESTIONS ? 


eK tion shoul Mer 


High lights of the Relief Act: Facts of interest 


to the credit granter. 


2) Analysis of the Relief Act: Prepared by a promi- 
nent New York attorney and written in the 


language of the layman. 


sade Dy a guar- 


3) Questions and Answers on the Relief Act: ntor be valid under the Relief Act 
rhirty-nine problems of everyday occurrence hen is it possible to repossess goods 
ependents of a service man 


answered in a way which will assist you to se- 
cure a working knowledge of the Act. Neces- 
sary forms illustrated. 


ertain 
y service 


against 


afh 
of the 
you have this bool 


Convent 
A book you cannot 
ul coupon 
TODAY 


Price to members, 75¢ (to nonmembers, $1.04 


NATIONAL RETAIL CREDIT ASSOCIATION 


SHELL BUILDING ST. LOUIS, MO. 
3s 


Clip and Mail This Coupon Now! 


NATIONAL RETAIL CREDIT ASSOCIATION 
218 Shell Building, Saint Louis, Missouri 


Enclosed is check for $ for which please send me 
copies of The Soldiers’ and Sailors’ Civil Relief Act (1940 and 1942 
Statutes Consolidated) at 75¢ a copy postpaid (nonmembers, $1.00 
rest to you are answered in 
Name this new booklet on the Soldiers’ and 
( Relief Act 


Address HOW MANY DO YOU KNOW? 














